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‘Standard’ catalogue 
now under fire 


Sin,—-I have just been shown 
the new Standard Eight specifica 
tion catalogue, and having been 
connected with the production of 
finished artwork for similar types 
of jobs for many years, | am 
astounded to see the exaggera- 
tion, out of all proportion to its 
actual size, of the new Standard 
portrayed on the cover and back 
page. 

I sincerely hope that we are 
not going to be subjected to the 
type of illustration, prevalent 
before the war, which by visual 
means distorted the actual size 
of things like cars, furniture and 
other articles sold through bro- 
chures, catalogues and the press 
to a public not versed in the 
imricacies of advertising illus- 
tration. 

The printing and design of the 
brochure has been beautifully 
executed and it is a pity that it 
should be marred in such an 
obvious way. 

Parrick Nortu. 
( learwell, 
Nr. Colefield, 
Gloucestershire. 


Promise and 


performance 

Sik,-In- your Commercial 
Artists’ Portfolio (October 1) you 
illustrate a point-of-sale display 
sign for a continuous burning fire 
by J. Edward Sander, and say that 
it demonstrates his belief that 
“even the least promising article” 
can be well presented, 

Come, come! You are sadly 
behind the times in thinking 
modern solid fue] appliances un- 
promising for display. Public in- 
terest in them ts ready made; 
they are selling by the million; 
and the best appliances are well 
styled and attractive 

Eric BELLINGHAM. 
Director-General, 
Coal Utilisation Council, 


OULiiver 


GRAFTON WORKS LONDON, NW6 
5595-6-7 F 


To The Editor.. 


‘One-sided argument in open 
letter on competitive TV 


Sik, ~The open letter addressed 
by Eliot Warburton and Hubert 
Oughton to. the  Postmaster- 
General begins and ends with the 
assertion that the societies which 
the wrilers appear to represent 
“hold no mandate to press for 
television advertising.” One 
would, therefore, expect the letter 
to be concerned with the prin- 
ciples involved in competitive 
television and an objective presen- 
tation of the arguments for and 
against the proposal. 

One is soon disillusioned. The 
letter quickly launches into a 
one-sided argument in favour of 
the scheme. It is obvious propa- 
ganda and if the societies in 
question hold no mandate, one 
wonders why their funds are used 
(as presumably they are) for print- 
ing and distributing these book- 
lets. 

It is safe to assume that not 
all advertisers, and not all the 
other people whose life is con- 
nected with the business of ad- 
vertising, are aS sure as these two 


THIS WEEK 
Don't Let Us Sabotage The 
Bik —page 80. 
NEXT WEEK 
A Pattern For Agency Training, 
by E. Ward Burton. 


writers about the advisability of 
selling up a new television com 
petuuve system, Are such people 
classed amongst those who are 
so wilfully prejudiced that they 
ignore the facts, or is this descrip- 
tion contined to certain eminent 
ecclesiasucs who, from their posi- 
tion and knowledge, might be ex 
pected to look at lite with some 
what broader understanding thao 
is always characteristic of success- 
ful business men? 

One would like the writers to 
define in more specific terms thei 
references to this prejudiced op 
posiion which apparently in 
cludes “serious and thoughttul 
people” (the quotation marks are 
those of the writers of the open 
letter). 

Certainly no serious and 
thoughtful person will view with- 
out Misgiving the specious argu 
ment that after all the public are 
only being given a right of choice 

“they will be able to enjoy the 
B.B.C. television programmes if 


they prefer them.” Our experience 
of the last fifty years of popular 


journalism provides — sufficient 
answers to this line of reasoning. 
The sense of — responsibility 
amongst advertisers may be high 
in this country but the advertiser 
does not contro] the journalist! 
Ihe real danger, as many people 
see it, lies in the pattern of 
modern journalism being followed 
in competitive television. 

The open letter quotes with ap- 
proval a speech by the Postmaster- 
General. In this occurs the phrase 
“we distrust monopoly from 
however good a source it may 
come.” Presumably he therefore 
distrusts the G.P.O., the Coal 
Board and even the armed forces. 
He should either resign or recant 
such a sweeping and disastrous 
generalisation. 

The very serious issues involved 
in competitive television should 
be judged on the high plane of 
principle and the public good. 
Vested interests have every right 
to express their views but the 
final word should not rest with 
them. And there is still the ques- 
tion whether the country can 
afford this costly experiment. 

H. N. Packarp. 
Advertising Manager, 
I. & R. Morley Ltd, 


Overdue accounts 
and the agents 


Sik,—Much has appeared in 
your columns about the advertis 
ing agent, his worth, and his com- 
mission, 

it is said that “figures speak 
for themselves.” This is what they 
tell me: 

Less than 3 per.cent of orders 
received by me are _ placed 
through agents, yet 1 find the 
following when I study overdue 
accounts: 

April 1953, 43 per cent owed on 

agents’ accounts, 

May 1953, 55 per cent owed on 

agents’ accounts, 

June 1953, 35 per cent owed on 

agents’ accounts. 

July 1953, 52 per cent owed on 

agents’ accounts, 

It may, of course, be due to 
the fact that their clients are bad 
payers but, whatever the reason, 
[| naturally wonder if such 
accounts are worth having. 1 
certainly do not think they are 
worth the 10 per cent commission 
they cost. 

R. C. WALLIS. 
Exhibition Bulletin. 


OcCtoBER 8, 195. 


First text-book on 
public relations 


Six,—Congratulations upon = a 
splendid Public Relations Supple- 
ment. Something like this has been 
wanted for years in public relations 
circles in Britain. The Supplement 
can be regarded as the first text- 
book on the practice. 

NORMAN ROGEKs. 
Honorary Secretary, 
Institute of Public Relations. 
* : * 


Sik,--Your Public Relations Sup- 
plement was very well produced and 
made so perfectly clear the sincere 
work that some of us in this job 
set out to do. The diagrams con- 
trastuing industry with and without 
public relations, gave a wonderfully 
clear picture of the value of P.R. 

VERA CLARKE. 
G. S. Royds Ltd. 

(These comments are typical of 
scores we have received appreciating 
the Public Relations Supplement 
published on September 24 and wel- 
coming the new P.R. news-feature 
which begins in ADVERTISER'S 
WEEKLY next week.—Editor.) 


Profitable week-end 


Sik,—Although the fact that 
Time-Life International — have 
sponsored a number of youth 


delegates to the recent Harrogate 
Conierence has been publicised in 
your columns, may |, as one of 
those delegates, express a very 
sincere “thank you” to our spon- 
sors and assure them that the 
lessons learned and inspiration 
gained at Harrogate made the 
week-end one to be greatly valued 
and, indeed, thoroughly enjoyed. 
Rospert A, JORDAN. 
Publicity Club of Nottingham. 


Truth—by law 

Sin,-I am both amazed and 
amused at the dismay which 
many advertising people are feel- 
ing at the thought that the Mer- 
chandise Marks Act is going to 
impose truth in advertising on 
them, whether they like it or no. 
JESTING PILATE. 

(Name and address supplied.) 
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FINE GUALITY SILK SCREEN. 
DISPLAY. STOVE ENAMELLING 
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The Full Story of an Export Order 


At the switchboard, Rose Glockner re- Rates given by Yvonne Kelly, with a Albert Milhado telephones foreign paper 
ceives telephonic enquiry from advertising promise of extra details in a few days for additional information 
agency. 


A ee ee : 
Information arrives by plane at London .. and is delivered by express post to Ralph Morpurgo receives order from 
Airport. ... 140 Cromwell Road and passed on to advertising agent 

chent immediately 


The translation has been completed by Order sent ont to paper by Elizabeth 
the Milhado Translation Department Hickson 


Y 10 sep ONLY ONE WEEK 
Berne from arrival of enquiry 
a /\ yp Appears day of insertion 


rz wl 7 


The experts for overseas advertising 


ALBERT MILIADO & CO LTD 


140 Cromwell Road, London, S W_.7. . FREmantle 8592/3 (5 lines) 


-. ee pee : - : - : je ' " 
ee 
- 
a 
is 
a 
——e 
A 
SE, aes ae i TR. eae ay a ; 
j se ; = Reg si ; wy P a 
: i. fe. . hie J ; 
‘ ae eee Els. 4 : 
‘ - me Aad e ad J oe ™ 
: Pe ‘ >. ; oe e Stier: a =) - s é é. . m ate » 7 
a ae. + > he ; q - ? ; i. iy : 
aS : Po AGh =. 4 a 
" x of! ae e ms, Ss a a4 - wh s : ead #& . , a - s 7 
+, he “4 - : By ar.” Stains g Pan > "> io 5s « ~- ; 
aia * 4 @ A Pt ae a 23 F * - 7 
: ‘ ine ,' “itty, = é ~~ : i 77. 
er, “44iagy ; ae | = Ps c™ . yh - 
es 4 ae - . ae @ 
= (oe E : 4 en ae ‘ee - | im 
4 5 Oi ok, = 6 rt ma a | 
SEP sep . sep ; vot 
me Hy | Sea ; ¢ 2 wae | 
=| ‘ e 2) “ -” — ; 
ae - ee ~ ae “ 
>) : . - ei i 
. i it A Ouse ; es os x mS ‘ 
s ag _ ; $ vs = . ee 7 ‘ ys _ : 
“~L m= Pe ” Fr se. 4 a me ; . i 
ee oe - Tal Lz « . ba S SA < ee 
‘ ce alate See a i, ye " ~ + —. * ; _ —— 7 
cc ? 
Ee Eins 5s So WS Gee 3 ge Es > 
7 8 fa 
SEP ac ee Sep i 
a man : 
4 ‘ 5 D — ladies ie ‘a ia 4 Nn ‘ga . | ‘ 
a. + 43° VES % /. pe “ 
oo i \ ‘Ee: , jon i a an ni ie , 7 /, 4 
— . eee / an | pe i ra teas : a 
‘i en eraeeeremeaeen ener ay . Fay, | a ad Fo 
as oo a = mmm iy ~. z= , Ss 4 i 
re a OS ee , : | 
- “a om eran eC, eee ee ee, MBS vs pais sa ‘ he } 
e 5 oe ‘ % —— ¥ * ‘ ——— — 4 4 
4 os y* % TM 7 : Sat 
Sule ta? a ¥ aut ‘ AS Leo 
, 2 I er 
oe co Se | ees 
Ee —— vi | 
ae ee | 
; er tia ty) : 
aT. a =" ow toe 
See ae a oo eee 
ae: a aa 
; ae oe a iZ oot | 
es / *, teh 
a0? "A ee Rees ge 
t < 7 i . ‘ i“ ” 
i \ P a mene 5 emacs 
: WD . aa | | 
. \ ee. « es ct perer pe 
. . é « 4 : - ‘ , 
Se Se. as - Ba Sects 13m - ae . 7 ares: eer ers) aa " ae. se © 7 “ i} 


s 


( 


+ all-embracing | 


i 


Beauty is 


ee 


‘The woman who has a sense of beauty is a customer for 

a vast var ety Of goods that will enhance her grace and charm. 

She looks fur beautyeverywhere — and looks to WOMAN and BEAUTY 
to advise her . . . on fashion, face and figure .. . on hair and 

health and ai/ that goes to make up feminine appeal. Your product 


has a place in this important market. Enquire at once 


for space available in WOMAN and BEAUTY — Britain’s 


leading beauty and fashion magazine. 


Britatws Leading Beauty and Fashion Magazine 
Page Rate £150 


An A.P. Publication 2/- Monthly 


CENtral 8080 


A.W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E.C.4 
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THE BIG THREE AT BENSON’S 


R. A. Bevan 


At the first of a series of celebra- 
tions to m the sixtieth 
anniversary of the S. H, Ben- 
son advertising agency, Norman 
Moore announced his retire- 
ment from the chairmanship 
of the company. 

Mr. Moore will be succeeded by 


D. A. Bain 


P L. Stobo 


R. A. Bevan, at present manag- 
ing director. 

This move has led to a step up 
for two other directors, Philip 
Stobo and Douglas Bain. They 
are named assistant managing 
directors, 


When Surrey Dane wrote copy 
jor ‘lather oi advertising’ 


MPYHE days when Surrey Dane, chairman of the Daily Herald, 


was a copywriter at S. H. 


Benson Ltd., were recalled at 


a luncheon attended by 700 people at the Connaught Rooms 
last Friday on the occasion of the agency’s 60th anniversary. 


Mr. Dane told how he joined 
the firm at 1 Tudor Street, at 10s. 
a week and amusingly described 
his transition from department to 
department until he became estab- 
lished in the “Literary Room.” 
He described Oswald Greene as 
the most brilliant copywriter the 
company had had up to that 
time, and spoke of Samuel Her- 
bert Benson as the father of the 
modern advertising agency. 

Norman Moore, retiring chair- 
man, welcomed the guests, who 
included Miss Dorothy Sayers, 
novelist and playwright and a 
one-time Benson copywriter, and 
such advertising notabilities as 
F. John Roe, E. S. Dowdell, 
Dudley Turner, Ronald Barton, 
George Worledge, Howard Barnes 
and Colin Laird, all “old Ben- 
sonians.” 

R. A. Bevan, on behalf of the 
board, made presentation to three 
long-serving members of the 
staff, Messrs. Wood. Groves, and 
Miss Dingwall. H. G. Frost asked 
the chairman to accept a silver 


cigarette box inscribed: “Pre- 
sented to the board of directors 
of S. H. Benson Ltd, by mem- 
bers of the staff on the occasion 
of the company’s 60th anniver- 
sary, September 1953.” 


* See “Benson tradition has re- 
flected glory on their clients” 
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George Simon as 
chairman of next 
A.A. conference 


G. P. Simon, general mana- 
ger “Daily Telegraph,” will be 
chairman of next year's Adver 
lising Association conference 
committee, 

Date and venue of the con 
ference will be announced 
shortly. 

It is understood that it has 
heen decided definitely that the 
Conference shall be held in the 
south of England. 

Bournemouth has — been? 
named as the likely venue for: 
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Lord Provost Graham, on behalf of 
the Kine George Memorial 
Fund, receiving from Wm. Veitch 
managing editor of Aberdeen Jour 
nals Ltd, and president of the Pub 
licity Club of Aberdeen, a cheque 
for £692, representing the proceeds 
of The Royal Coronation Ball which 
was sponsored by the club last May. 
Bruce Farquhar, chairman of the 
club, looks on.—See page 70 for 


New offices for 
the Advertising 


Association 


After 20 Years the Advertising 
Association is leaving 110 Fleet 
Street for new premises at 1 Bell 
Yard, Fleet Street, at Temple 
Bar. 

A long lease has been taken 
on three floors jn a corner build 
ing, which accommodation allows 
plenw&y of room tor expansion 

A council chamber and com 
mittee rooms wall be on the first 
floor, and the administrative 
oflices on the second 

The move will be made on the 
week-é€nd commencing October 
17, and the new otlices will be 
open on Monday, October 19 


Try again says 
Ministry 


A proposal to crect four ad- 
vertisement panels with a garden 
forecourt has been held up by 
Bethnal Green Metropolitan 
Borough Council because the 
projected site is) Opposite — the 
Bethnal Green Museum. 

The estate surveyor of the 
Ministry of Works has recom 
mended that consent should not 
be granted for the design, but that 
a different approach should be 
made, to produce a scheme that 
would be an asset to the neigh 
bourhood 

Ihe applicants, 
Poster Advertising Co. Ltd, 
were invited by the council's 
town planning committee to sub 
mit a revised layout 


Walter Hill's 


Gillinge 
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Lorry on sign has moving wheels 


Leyland’s lorry on their new 
rail-side sign is a cut-out figure 
standing off from a sign-painted 
background and by night when 
the sign is lighted the wheels 
seem to turn 

Claude General Neon Lights 
Lid. made the sign which is 35 
feet by 15 feet. The painted 
background showing the skyline 
and road verge is lighted by con 
cealed tungsten lamps. Pink and 


PLANNING BEHIND 
LEATHER WEEK 
PUBLICITY 


Behind what 1s claimed as the 
first public commercial television 
show in this country -the large 
screen transmisston during 
Leather Week at Festival Gardens 

lies a story of planning and 
organisation by Peter Webber 
advertising consultant 

To act as a crowd collector a 
screen of no less than 28 in. x 
24 in. was suspended on the back 
of the amphitheatre overlooking 
the whole of the amusement side 
of Festival Gardens, enabling 
large audiences to see the relay 
of the shows performed in a 
studio inside the grounds 

In view of the many uses ol 
leather, savs Mr. Webber, it was 
not difficult to build up a reser 
voir of acts and personalities tor 
the shows. Since all these acts 
were given free in aid of the 
National Playing Fields Associ 
ation it was not possible to have 
any rehearsals, which caused sur 
prise among BBC. and other 
showmen who saw the perform 
ances. Yet 3} hours of commer 
cial television were successfully 
transmitted for six consecutive 
evenings 


Tattoo and bands 


lo make the programme plan 
highly elastic and keep the show 
going “lL for Leather.” three 
BBC. telecasts were included 
A miniature tattoo each day, in 
volving performances by military 
and R.A.F. bands, to bridge the 
gap trom dusk to dark; giant 
white footprints from the en 
trance gates; and a “talking 
machine’ which covered” 119 
miles during the Week = were 
among the devices used to arouse 
and maintain public interest 

Sponsors of the commercial 
TV show were Leather Trade 
Services. 


green Cleora tubing outlines the 
lorry 

The wheels are lighted by 
tungsten lamps covered with opal 
glass and the hubs outlined with 
neon tubing. Synchronised flash- 
ing of the bulbs in the wheels 
and background gives the impres- 
sion of movement 

rhe sign stands on the London 
Carlisle main line at Leyland. 


Abbey appeal 


poster 


At a luncheon to editors given 
by Dr. Alan Don, Dean of West 
minster, to announce the national! 
Save-The-Abbey Weck in Novem 
ber, the guests were shown a new 
poster designed by Spottiswoode 
Dixon & Hunting. the Abbey's 
agents. The poster is going up in 
the London area this week and 
consists mainly of three words, 
“Save the Abbey.” with a photo 
graph 

Arrangements for the lunch 
were made by the P.R.O. Here 
ward Phillips, in co-operation 
with the appeal secretary, W. R. J 
Pullen, 

.* . . 
British-Italian 
. 
research tie-up 

C.P.LV. Haliana recently arranged 
for Harry Henry, of Market Info: 
mation Services, to visit’ Italy and 
work with Dr. Norbedo of Socicta 
Italiana per le Ricerche di Mercato 
(S.1.R.M.) on a number of research 
projects for two of its clients, 

At present Italy has two indepen- 
dent market research organisations. 
the Doxa Institute and S.1.R.M 
Both have come greatly into pro- 
minence during the past few years 

This British and Halian co-opera 
tion on research activity is claimed 
to be proving very successful and 
C.P.V. Italiana plan to. organise 
more ventures of this nature. 


SDMAA annual 


. 
meeting 
The annual meeting of the 
Society of Diploma Members ot 
the Advertising Association will be 
held at 5.30 p.m. on October 16 at 
Church House, Westminster. The 
Society's annual dinner will be held 
there in the evening 
Between the annual meeting and 
the dinner, E. J, Robertson, presi- 
dent, Advertising Association, will 
present diplomas to this year's 
winners. 


Tailors may 


Ocroper &, 1953 


bid for new 


middle class market 


LANS to publicise bespoke tailoring are being considered by 
the National Federation of Merchant Tailors. 


At their annual conference a 
resolution was passed expressing 
the opinion that the time ts ripe 
for greater publicity to be given 
to the advantages of craft be- 
spoke tailoring, welcoming 
the offer of co-operation of the 
International Wool Secretariat 
and promising full support. 

In proposing the resolution 
G. F. Hall suggested the cam- 
paign might be similar to the 
“Get Ahead—Get a Hat” pub 
licity by hat manufacturers 


Small levy 

He thought a small levy on a 
vard of cloth might cover the 
costs of the campaign and that 
the co-operation of the woollen 
merchants should be sought. 

The need for sales promotion 
was stressed by Michael Rice, of 
the International Wool Secre- 
tariat. A total of £283 million 
was spent on men’s and boys’ 
clothing in the U-K. in 1982, 
representing a fall of £18 million 
as compared with 1951 This 
was despite the fact that the total 
of net spendable income showed 
an increase of £815 million 


Social changes 

Social changes influenced buy 
ing habits, said Mr. Rice. Since 
the war there had emerged a 
great new middle and lower 
middle class. Between 1938 and 
1948 the number of people with 
spendable incomes between £120 
and £1,000 per annum increased 
trom seven milion to 21 million. 
These were the people who were 
buying washing machines, TV 
sets, and retrigerators 

they, were used to the ad 
vanced sales promotion methods 
of the multiple clothier and the 
department stores. They were a 
natural market for the bespoke 
tailor, if only they were told 
about him. As their social and 
business status increased, their 
need for good clothes increased 
also 


Tom Swarbrick 
inquest verdict 


A verdict of misadventure was 
returned at the inquest at Bath on 
Monday on Thomas Swarbrick, 
managing director, Thomas Swar- 
brick Lid., and his wife who died 
from shock following multiple 
injuries when their car was in col- 
lision with a motor coach. It was 
Stated in evidence that the car failed 
to stop at a halt sign. The driver 
of the coach was exonerated from 
blame. 

In an appreciation Frank Hoppe 
writes: “His northern clearness of 
purpose was combined with an im- 
aginative perception that gave added 
Strength to the work in which he 
made his name, public relations. 
Vision and craftsmanship were 
allied with plain blunt commonsense 
and honesty.” 


|New edition of 
*Advertisers’ Aid’ 


Latest edition of the Newspa e: 
Society's Advertisers’ Aid ¢m- 
bodies a number of improve- 
ments. 

A new Index to Counties has 
been included. The tables of 
statistics have been revised by 
Research Services Ltd. In par- 
ticular the figures for the num- 
ber of wireless and television 
licences and of houses built since 
1945 have been corrected up to 
the end of March 1953. The 
tables refer to population, sex, 
age, etc.; families in cach county 
and their household equipment, 
and retail] outlets in each county 
In addition, brief descriptive sum- 
maries of the English counties 
and of Wales. Scotland, Northern 
Ireland, Eire. and the Channel 
Islands are included. 

Advertising rates shown are 
those operative on October 1, 
1953. The majority of net sales 
are for the January June 1953 
period and all are certified either 
hy the A.B.C. or an independent 
and qualified auditor. | 

Complimentary copies of Ad 
vertisers’ Aid have been sent to 
all agents recognised by the 
Newspaper Society and to a large 
number of advertisers. and the 
Society is willing to add new ad 
vertisers to its mailing list. Extra 
copies may he obtained for 21s 
each (10s. 6d. to bona fide 
students of advertising). 

The next edition will be pub 
lished in April 1956 


Theatre publicity 
show goes to 
Neweastle 


The display of current screen ad 
vertising being taken around th 
provinces by Theatre Publicity Ltd 
was shown at Newcastle upon Tyne 
last Thursday 

About 70 prominent advertisers 
and advertising agencies from the 
Newcastle area were represented at 
this special showing. It was held 
at the Royal Station Hote! and was 
followed by a cocktail party 

Stephen S. Wheeler, managing 
director of Theatre Publicity Lid 
attended the show with members of 
his sales and promotion staffs. 


Reprints to meet 
ad. response 


Extra reprints were required of 
a brochure, “How to choose and 
care for carpets” issued by the 
British Carpets Promotion Council 
in connection with Carpet Fortnight. 

Over 52,000 have been sold to 
retailers and another 10,000 have 
been sent to the public in reply to 
national and provincial advertise- 
mems. 
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Stars and Mars 
(new version) 


Producer Henry, 


Traders urged: 


Caldwell supervises one of the 
for Mars Bars retailers, arranged by 


ADVERTISER'S WEEKLY 


Package protection finding in 
whisky bottle case 


4 ye Glasgow firms have been forbidden by the Court of 
Session to sell whisky in any part of the United Kingdom 
in bottles of the distinctive shape associated with Haig’s 


close-circuit TV sketches 
Masius & Fergusson Ltd. 


‘Ban display of 


closed circuit TV~ 


A series of sketches arranged 
by Masius & Fergusson Ltd., who 
handle the Mars and Malteser 
accounts, were performed over 
closed circuit TV at the Mars 
general sales conference to illus- 
trate selling technique for the 
benefit of Mars salesmen. 

The programme also included 
a televised “brains trust.” in 
which five Mars directors went 
into the TV studio and answered 
questions fired from the body of 
the hall over a roving microphone 

The programme was initiated 
by T. Sumner, Mars sales direc 
tor, in view of the abolition of 


rationing and the increases in the 
Mars Sales force. 

Masius & Fergusson Ltd. called 
in Henry Caldwell producer of 
“Caté Continental” and “Shop 
Window,” and in charge of the 
agency's TV side to devise and 
produce the playlets, which illus- 


trated basic faults of salesman- 
ship, and concluded with a 
longer playlet portraying a 


successful selling interview. The 
eight playlets were written by the 
agency in collaboration with Mr 
Sumner and Mr. Caldwell, and 
were rehearsed by three repertory 
actors and one Mars salesman on 
the agency's premises. 


Siafl of Star Solus Sites and of sister company 
outing to the Blackpool illuminations. 


ry. 
Fraders urged: 
products in 


Gilt trading is attacked in the 


annual report of the National 
Chamber of Trade, which will 
be submitted at next week's 


annual conference at Tenby. 
“Efforts have been made to 
persuade some of the principal 
operators of these schemes to 
change their policy but success 


has not attended these efforts.” 
states the report. “The matter 
is Ol growing importance to 


traders in an increasing number 
ot trades and the board repeat 
the advice given on a number of 
occasions that traders should 


Widd (1934), Lid.. on their 


"Ban display of 


vif t schemes’ 


withdraw from display all pro- 
ducts of those manufacturers 
concerned in any way with gift 
schemes.” 

Delegates will hear the case for 
sponsored television submitted 
by a speaker from the Popular 
Television Association and the 
case against by one from the 
National Television Council 


Minehead Publicity Association 


received 6,164 replies from adver- 
tisements which cost £889—an aver- 


* 


age of 2s 


103d. per reply. 


“dimple” whisky. 

This is the effect of an inter 
dict (the Scottish equivalen, of 
an ‘English injunction) granted 
by the court against the Forth 
Blending. Co., whisky blenders, 
brewers, and distillers and W. R. 
Patterson Ltd.. wine and = spirit 
dealers, on the application of 
John Haig & Co of Markinch 
hife 

The bottles used by the 
respondents were identical with 
the Haig bottles except that the 
labels and the colour and shape 
of the stoppers were different. At 
an earlier hearing evidence had 


been given that publicans and 
customers associated the “dim 
ple" or three-pinch decanter 


shaped bottles with Haig whisky 
and that persons who had bought 
whisky from these bottles in pub 
lic houses were under the false 
impression that that was what 
they were getting 

The Court held that by using 
this particular type of bottle, 
which had become associated in 
the public mind with John Haig 
& Co., the respondents had been 
‘passing-off” their whisky as Haie 
whisky, 

Big advertisers 

It was stated in the course of 
the case that John Haig and Co 
had spent “thousands if not hun 
dreds of thousands of pounds” on 
advertising their product over the 
years 

The grant of injunctions in 
passing-olf actions such as this 1s, 
under both English and Scettish 
law, one of the main ways in 
which the courts protect the good 
will built up for a product by 
advertising (writes a legal expert) 

The law on this matter ts 
designed to protect — traders 
against that form of  untat 
competition which consists in 


acquiring for oneself by means 


of false and misleading de 
vices the benefit of the reputa 
tion already achieved by rival 


traders. The passing-off may be 
either by a direct statement, by 
using a name so closely resem 
bling the rival's as to be mistaken 
for it by the public, by selling 


under a name likely to be mis 
taken for the trade name used 
by the rival, by selling the goods 
with a trade mark closely resem 
bling the rival's (whether regis 
tered or not), or, (as in this case) 
by imitating the “get-up” of 
appearance of the rival's goods so 
as to deceive the public 

An injunction will not be 
granted unless it can be proved 
that the get-up is distinc! ve and 
has become associated 4 the 
public mind with the rival's 
goods. It is not necessa how 
ever, to prove that the ge! un was 
adopted deliberately with intent 


to defraud 


New point of sale medium 


Moving ads. at 
point of sale 


A new point of sale medium has 
been introduced by Reta! Pro 
motions Ltd. of London, W.1, an 
associate company of Stilwell 
Darby & Co., Ltd, theatre adver- 
lising contractors 

This display Gllustrated above) 
presents on its 9 inp No TD on, 
screen a continuously moving ad 
vertisement in full colour, A mes- 
sage or slogan moves upwards as 
a picture” background moves 
across. the from left to 
right. 

The unit is situated on a hase 
where each advertiser's product 
is displayed on its own shelf. The 
constantly changing advertising 
Message continues over a period 
of 100 seconds after which the 
cycle is repeated 

Four non-competitive adver 
tisers, Whose products are stocked 
in the shops, take a 25-second 
period of the cycle at a cost per 
unit of 17s. 6d. per week for a 


screen 


minimum contract period of 
thirteen weeks 
Retail Promotions Lid. have 


at present fifty sites available in 
selected grocery stores under the 
management of the Worlds 
Stores Ltd (incorporating Walkers 
Stores) and Cave Austin & Co., 
Lid 


‘Herald’ readers 
love animals 


The second in a new series of 
Commodity Reports was issued by 
the Daily Herald ths week This 
dealing with pet foods, analyses th 
buying habits of Daily Herald 
readers and compares them with the 
population as a whol 

The percentage of 
holds keeping pet shightly higher 
than for the whole country. Dogs 
ire kept by 23 per cent of Merald 
households but only 19 per cent of 
ill households 


Herald hous 
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ADVERTISER'S WEEKLY 


At the season's first meeting of the 
Advertising-Press Club in Dublin, 
Horace Denham, chairman, — pre- 
sented James J. Nolan (right) with 
the Conlon Memorial Gold Medal, 
awarded annually to the best ail- 
reund student in the advertising and 
publicity course at the High School 
of Commerce. 


* 
New chairman 

David P. Luke, managing editor 
of Fleet Publications, Dublin, has 
been elected chairman of the Publi- 
city Club of Ircland for 1953-54, 

Other officers elected are: Vice- 
chairmen, Liam Boyd (Trans World 
Airlines and Merville Miller (adver- 
tisement manager, Trish Times); hon. 
treasurers, George S. Childs (rish 
Assurance Co.) and Miss Winifred 
Stacey (Cerebos, Ireland Ltd.); hon 
secretary, Albert Price (W. D. & 
H. O. Wills Litd.). 


Leeds 


° 
Lithography 

The first evening meeting of the 
autumn session of the Publicity Club 
of Leeds at the Great Northern 
Hotel, attracted a large attendance 
of members of the club, printers and 
members of the Leeds College of 
Technology. 

W. Me. I. Simison spoke on litho- 
graphic printing and gave many 
sidclights on printing in general. 
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ADVERTISING 
DIARY 


Friday, October 9 
Ponueny Cros or Surrririp 
Tuncheon Kenwood Hotel 
12.45 pm Ihe Master Cutler 
(RL. Walsh) on “Shefficld, its use 
and abuse” 
Pomirciry Cius ors Prever- 
nOROUGH Forum on “Retail sell 
ing” 7.30 pm 
Domuin Beancn INCORPORATED 
SaLes MANAGens® ASSOCIATION 
Leslic Luke on “Goodwill—a neg 
lected asset.” 
Monday, October 12 
Pomreny Cion oF SHerrieip 
W. Clavton on “Self service’ 
Grand Hotel. 70 pm 
Tuesday, October 15 
Women's AbvertisiIng Cron cf 
LoNpon dinner Trocadero. 7 pom 
Ho OM. Gordon Clark on “Tun ang 
Games” 
Wednesday, October 14 
Mipi anos Beancn. INCORPORATED 
ADVERTISING Managers’ Ass «ra 
HON Norman Collins on “Th 
right choice in televswon.”’ OQucens 
Hotel, Birmingham) 740 pm 
Thursday, October 15 
Beaproro = Pustrerry ASSOCIA 
THON Harry Alan Towers on 
“Commercial televis on” 
iret Srerer Corown Cron 
Gor Creecie Captain's Day 
annual supper and AGM Royal 
Wimbledon 
Friday, October 16 
INSTITUTE oF Postic Retarions 
Visit to Reuters and Press Associ 
ation 3 pm 
ANNUAL PRESENTATION OF Dip 
tomas by Ff J Robertson, 
dent of the Advertising Assoc: 
Church House, Westminster, 6 pm. ° 
COOPERATE TET OTOH TEER e ew eeees 
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‘Danger of new 
penal code 


for the press’ 


Warning that if newspapers did 
not take action to clean up their 
own house there was a grave 
danger that they would be sub- 
jected to some form of govern- 
ment control was sounded by 
Frank Owen, speaking on Mon- 
day at the Publicity Club of 
London. 

Mr. Owen, former editor of tha 
Evening Standard and Daily Mail, 
now with the Daily Express, said he 
was all in favour of competition in 
Fleet Street. It stimulated newspaper 
enterprise and the “consumer” stood 
to benefit. But he was not sure that 
the present form of competition was 
good, because it was on the line of 
“how near can we get to the bone?’ 

Saying that he was not, like 
Randolph Churchill, a “white knight 
to clean up the yellow press,”” he 
said his main objection was to the 
space devoted to cheap sensational- 
ism and to the personal affairs of 
well-known people. 

“There are plenty of people still 
ready to defend the freedom of the 
press,” he said, “but a decreasing 
number are prepared to defend its 
licence. .. . If this goes on we shall 
have, not a new Press Commission, 
bul a new penal code. 

“It may end in the Government 
taking action, not only to clean up 
what is deleterious in the news- 
papers, but in using its powers to 
say that such and such a political 
story shall not appear either, 

“If you give the Government 
power to suppress salacity, then be- 
ware. The next step may be that it 
may try to suppress veracity. 

The club's public speaking section 
is to change its venue. In future it 
will meet in the Monotype Corpora- 
tion Lecture Room, 54 Fetter Lane, 
London, F.€ 


Bristol 


. 
Mock campaigns 

Bristol and West Publicity Club 
education committee has arranged 
for the winter session an exercise in 
which the “students” will plan and 
create an advertising campaign. This 
will occupy 16 evening meetings, 
starting October 12. After talks by 

. E. Plummer, G. A. Wicks, J. 
Shaw, F. E. Tucker, T. W. C. 
Glover, R. K. Pearce, ee xs Shep- 
herd and C. W. C. Farrow, the 
students, in syndicates, will prepare 
their plans, which will be criticised 
at the close by Mr. Glover and Mr, 
Tucker. 


Club News 


Bradford 


The influence of 


the trade press 

Andrew Milne, director and 
general manager of the Drapers’ 
Record and Men's Wear group, dis- 
cussed the influence of the trade 
journal in a marketing scheme when 
the winter programme of the Brad- 
ford Publicity Association opened at 
the Midland. 

He said the main task of a trade 
journal was to maintain and safe- 
guard the trade it fepresented. Many 
shops, for instance, could not have 
their own lawyers, accountants and 
other professional people to guide 
them. Someone had to do it for 
them and the trade papers fulfilled 
that purpose. 


Southam pton 
Award of honour 


First presentation of the South- 
ampton Publicity Club's “Award of 
Honour" a silver cup given 
anonymously by a club member to 
be awarded each year for outstand- 
ing work on behalf of the town 
has been made by the Mayor, Ald. 
Mrs. V. F. King, to Miss Elsie M. 
Sandell, who has published many 
articles and booklets. She wrote the 
“Pageant of Womanhood” for the 
Festival of Britain, and the scnipt 
of “Pageant in Miniature” for the 
Coronation. 

The Mayor, who is president of 
the club, said that during the post- 
war years the club had played 
a great part in the reconstruction of 
the town. 


At the N.A.G.S. autumn meeting. 
Needham, captain; R. 


Octoper 8, 1953 


Golf 


. 
L. M. Masius new 
’ J . 
NAGS captain 

L. M. Masius was elected next 
year’s captain of the Newspaper and 
Advertisers’ Golfing Society, in suc- 
cession to L. W. Needham, at the 
annual supper of the society which 
took place after the autumn meeting 
at Sunningdale last weck. 

Results of the meeting: 

Morning round—Lord Camrose 
Trophy—-W. §. Robinson, after a 
tic with D. Passmore; runner-up, 
Passmore; best scratch — score, 
Robinson, after a tie with W. A. 
Slark; best first nine, E. A. Hertz; 
best second nine, N. Hunter. 
Canadian Pacific Cup—J. C. W. 
Daniels, after a tie with K. Brown; 
runner-up, Brown; best scratch 
score, Daniels, after a tie with 
K. Brown; best first nine, H. Fish; 
best second nine, P. W. L. Risdon. 
La Coupe de Lapine, J. Rosswick; 
Old N.A.G.S. cup, L. W. Needham. 
National Trade Press Trophy for the 
best aggregate at the spring and 
autumn meetings, P. W. G. Need- 
ham. 

Afternoon round (foursomes) sur 
the Captain’s Prize: Old course — 
G. P. Jackson and R. E. Bett; 
runners-up, A. R. Everett and G. 
Bell; best first nine, G. C. Burton 
and A. W. Dykes; best second nine, 
Gwyer-Gibbs and E. N. Evans. New 
course—G,. B. Hutchings and Pass- 
more; runners-up, Slark and C. 
Davey ; best first nine, J. Coope and 
L. W. Needham; best second nine, 
Robinson and Rosswick. 

N.A.G.S. plans for next year al- 
ready include a week-end meeting at 
Sandwich on April 2, 3 and 4. 


. to r., P. Hudgell, secretary; L. W. 
Foster, vice-president; the Sunningdale caddy- 


master; L. M. Masius, captain-elect; G. H. Dunbar, hon. treasurer. Below, 

the morning winners. J.C. W. Daniels, left, holding the Canadian Pacific 

Trophy, and W. S. Robinson, with the Lord? Camrose Trophy. Photos: 
Courtesy “Golf Monthly.” 


Nottin gham 
Joint venture 


The first evening meeting of the 
1953/54 session of the Publicity 
Club of Nottingham, was a joint 
venture with The Nottingham and 
Notts Photographic Society. This 
was held in the Mechanics Institute, 
when an illustrated address) was 
given by D. P. Matthews, studio 
manager of Condé Nast Publi- 
cations. KF. G. Cragg, chairman of 
the Publicity Club, presided. 


Darts 


— 
. 
Agents win 

The Foote, Cone & Belding darts 
team, captained by Bert Bond, de- 
feated Theatre Publicity’s team 
under James Fitzpatrick 2—1. W. S. 
Crawford's team beat West End 
Engraving 2—1 


* * * 

Aldwych Club Golf Circle Presi- 
dent’s Day results: 18 holes Bogey 
Competition, C. S. Forsyth (3 down); 
runner-up, Guy Barney (3 down); 
Visitors’ Best Score, G. M. Lewis; 
18's and over, John Dobson; 
16 holes Greensome  Stableford 
Foursomes, E. W. Sellar and T. K. 
Tavlor: runners-up, P. E. Keliher 
and Guy Barney. 
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Herbert Tingay 
With Newnes for 50 years 


JOINED AS A BOY AND ROSE TO 
BE MANAGING DIRECTOR 


A leading figure in the periodical industry for many years, 
Herbert Tingay, vice-chairman and managing director of 
George Newnes, recently completed half a century of service 


with the company. 


On Friday a luncheon was held at the 


Savoy Hotel to celebrate the occasion with Sir Frank Newnes 


in the chair. 

Over one hundred guests at- 
tended, including Mr. Tingay’s 
colleagues on the boards of the 
parent company and its many 
subsidiaries, the editors, advertise- 
ment managers and chief execu- 
tives of the publishing, circula- 
tion, publicity, and managerial 
departments. 

Sir Frank, having referred to 
Mr. Tingay’s first agreement with 
the company at the age of seven- 
teen, held up the original docu- 
ment. Sir Frank then went on to 
mention some of the highlights in 
the progress of the Newnes- 
Pearson Group over the years of 
Mr. Tingay’s direction, paying 
particular tribute to the support 
Mrs. Tingay had always given to 
her husband through the years, 
especially in trying times of ill- 
health between the wars, caused 
by a serious wound he received 


while on active service on the 
Somme in 1916. 
He concluded by reminding 


those present of the happy co- 
incidence that in this SOth year 
of Mr. Tingay’s service with the 
company, the Newnes-Pearson 
Group had been able to record 
higher profits than ever before in 
its history. 


Top hats and hansoms 


Sir Frank was followed by Mr. 
Pitt-Kethley who has edited the 
Wide World Magazine for over 
50 years, and who well remem- 
bered Mr. Tingay when he first 
jOined the firm as a boy of 14 and 
had worked with him continu- 
ously ever since. Looking back 
to the turn of the century Mr. 
Pitt-Kethley caused much amuse- 
ment by painting a picture of 
the Fleet Street of those days 
an era of shiny top hats and high 
stiff collars in a London of gas- 
lit streets and hansom cabs. 

“In those days,” said Mr. Pitt- 
Kethley, “the company was small, 
with only a few employees, yet 
even So there was a tendency for 
us to work in ‘watertight com- 
partments’ with one department 
knowing little of another's activi- 
ties. However, when Mr. Tingay 
took over responsibility, he 
started in his quiet way to remedy 
this. and it is a tremendous tri- 
bute to his efforts that to-day, 
when George Newnes has grown 
into a very large and complex 


organisation, there exists a won- 
derful spirit of friendliness and 
understanding in every part of the 
Group.’ 


, 


Mr. Tingay, in reply, recalled the 
great personalities of the past, Sir 
George Newnes, Lord Riddell and 
W. G. Grierson in particular, and 
reviewed the history of the firm 
over this long period—covering 
times when great efforts were re- 
quired to overcome serious set- 
backs as well as years of out- 
standing success. 

Mr. Tingay recounted a number 
of amusing personal anecdotes 
connected with some of the great 
names in publishing over the last 
half century. His life at Newnes 
(and Newnes was his life), had 
given him much happiness and in- 
numerable friendships within and 
outside the business, he con- 
cluded, but the greatest blessing 
of all which had sustained him 
throughout his career was the 
happiness of his home life. It 
was a very deep satisfaction to 
him that on this day his wife was 
present to share the tributes. 


Williams-Thompson 


heads new concern 

R. B. Williams-Thompson is 
chairman and managing director 
of a new sales promotion and 
publicity concern, Jessica H. Max- 
ted, Ltd. 

His co-directors are Mrs. 
Jessica Maxted, scles promction 
consultant, who before the war 
spent some time in the United 
States learning fashion promo- 
tion, and F. O’Shanohun, a direc- 
tor of Sidney-Barton Ltd., of 
which Mr. Williams-Thompson is 
managing director. 

Unlike Sidney-Barton, Ltd... 
which is concerned primarily with 
public relations for the manufac- 
turers of engineering and other 
capital goods, the new firm will 
be concerned with fashion and 
other consumer goods. 


Traders support 
competitive TV 


A committee of the Association 
of British Chambers of Com- 
merce, meeting for their autumn 
conference in Belfast rejected the 
principle of sponsored broadcast- 
ing and television where the actual 
sponsoring of programmes was by 
advertisers, but declared in favour 
of an alternative station or 
stations to create competitive 
broadcasting and television, such 
stations to provide programmes 
in which commercial publicity 
could appear. 


71 


is honoured: 


Sir Frank Newnes and Mr. and Mrs. H. Tingay 


Development of classifieds will 
be theme of next conference 


Seen by thousands at Southend is 


this E. K. Cole, Ltd., airborne sign 
under the fuselage of a plane that 
flies along the promenade. This 
system has been developed by Sky 
Signs, 1950, of Southend Airport. 


MORE SPACE FOR 
ADVERTISERS 


More space for advertisers will 
soon be available in the Bristol 
Evening Post, it was announced 
by Dr. Thomas Loveday, chair- 
man, at the annual meeting. 

Installation was nearing com- 
pletion of one of the most ad- 
vanced type of newspaper printing 
press by Hoe-Crabtree. 


“Advertising has been held 
down by the limit of our printing 
capacity, but this frustration 
should soon be removed,” said 
Dr. Loveday, 

On circulation, he said the drop 
in daily sales when the price of 
the paper was increased May 
1951 had now been recovered, and 


the average net sale for !inuary- 
June this vear was 132.696 per 
day.. For the same period an all 
time record sale of the Green 'Un 
had been created with a ficure of 
57,960 


The West Midlands Newspaper 
Advertisement Executives’ Asso 
ciation in conjunction with the 
Herts and Beds Newspaper Ad 
vertisement Executives’ Associa 
tion, is organising its second 
Classified Advertising Confer- 
ence, to be held on Tuesday, 
February 2, 1954, at the Grand 
Hotel, Birmingham, 

The theme will be “The De- 
velopment of Classifieds.” 

The first Conference was held 
in February this vear, when the 
maximum attendance of 100 was 
over subscribed 


Volume up 

Member newspapers of 
Association who attended 
last Conference, and who have 
religiously carried out in their 
own media the “Mr. Small” pro- 
motion scheme, have definitely 
found an increase in their volume 
and it is felt that some credit 
must be given to this spotlighting 
of classifieds, states the organisers 

A Conference of this nature is 
the only occasion when advertise 
ment managers from all parts of 
the country can gather together 
and discuss common problems 
and promotion methods, they add 

The West Midlands Newspaper 
Advertisement Executives’ Asso 
ciation feels that in this class of 
advertising, with no form of com 
petition, great strides can be made 
to increase the volume of classi- 
fieds, and at the next Conference 
prominent speakers with practical 
experience will attend. 

The convenor is L. J. Stallard 
advertisement manager, Express 
ard Star, Wolverhampton 


this 
the 


Ads. suggested in 
UNO publications 


Sir Alec Randall, British delegate, 
suggested that the United Nations 
Organisation should increase its 
revenue by selling space for “high- 
class, selected advertising in U.N 
publications.” 
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G. R. Pope wins the 
Mackintosh Medal 


The Mackintosh Medal pre- 
sented annually for “personal and 
public services to advertising” 
has been awarded to G. R, Pope, 
assistant manager of The Times, 
who is honorary secretary of the 
Advertising Association. 

The presentation will be made 
at the annual dinner of the Ad- 
vertising Association, on Wednes- 
day November 25, at the 
Dorchester, when the citation 
listing Mr. Pope's long and dis 
tinguished services to advertising 
will be given 

* * * 

A farewell dinner is being given 
by members of Fleet Street Column 
Club on Monday to mark Fred 
Slaughter’s = =retirement, ands a 
memento of the occasion will be 
presented to Mr. Slaughter 

+ + * 


Douglas F. Gaunt has become ad 
verlsing manager of Vidor Lid. He 
succeeds A. H. Collyer, who has 
hecome manager of the new adver 
tising department to handle elec 
tronic and nucleome products of 
Burndept Ltd 

* * * 

Cc. P. Hannigan, advertisement 
manager of the Daily Dispatch, 1s 
now operating from Kemsley House, 
London (instead of Manchester) 


* * * 


J. J. Rouma, managing director 
of Rouma & Co., the Dutch adver- 
tising agents, has just returned to 
Amsterdam after paying a short visit 
to London, 


Two join ‘Recorder’ 


Cc. C. Woolfe Murray has joined 
The Recorder as City representative 
After broking experience in London 
and the United States, Mr. Woolfe 
Murray joined the Financial Times 
where he was responsible for pros 
pectus and company meeting adver 
tising. After service mm the Royal 
Navy during the war, he went to 
Kenya with Dalgety & Company Lid 
Kenneth Pharaoh has been ap 
pointed circulation manager of The 
Recorder. He has been with Temple 
Press since 1945 as assistant circula- 
tion manager. 


* * * 


At the annual meeting of the 
Guild of British Newspaper Pditors 
(Scotland), held in Glasgow, A. T. 
Birrell (Dunfermline Press), was 
elected chairman in. succession to 
T. S. Murray (Hamilton Advertiser) 
3. F. MeNair (Ayrshire Post) was 
elected vice-chairman, and Alfred 
Bell (Falkirk Herald), was te- 
elected hon. secretary and treasurer, 


Raymond Matthews, who has 
been responsible for the planning 
of a number of national campaigns 
notably in packaged food and 
chemists’ lines, has joined C. J 
Lytle (Advertising) Ltd., to form a 
new group. Mr. Matthews began 
his advertising career with N. W 
Ayer & Son Ltd. before the war 
He joined Erwin Wasey & Co., Ltd., 
in 1945 as an art executive, and later 
went over to the contact side. 


* * * 

Charles M. Irving has been ap- 
pointed advertisement manager of 
Mother. He was a pilot with Bomber 
Command Pathfinders Force during 
the war. On demohilisation he became 
a member of the sales staff of the 
Drapers’ Record. We was associated 
with Time & Tide as a special repre- 
sentative before joming Odbams 
Press in 1952, 


Injured by bomb 


Major Sedgwick Fookes, who was 
inured when a German anti- 
personnel bomb cxploded while hx 
was throwing some leaves on to a 
bonfire last week-end, is senior dis- 
play representative with the Evening 
Standard, with whom he has been 
for thirty years. He was taken to 
Mount Vernon Hospital, North 
wood, suffering from two head 
wounds, from one of which a large 
piece of metal was taken, while 
another was removed from his right 
arm. 

* * * 

Alfred EK. Morgan, director in 
charge of the Brittain Export Group 
leaves London on Monday for a 
pusiness visit to Turkey, on behalf 
of Great Britain and the Fast. 

* * * 

G. Thornton Bridgewater, forme: 
advertisement director of Women's 
Wear News, has been appointed an 
appea’ representative for the 
General Porters’ Benevolent Asso 
ciation, 


1953 


Ocroper &, 


G. R. Pope Cc. M. Irving Ray Matthews 


J. B. Staniland, a director of A. C. 
Niclsen Company, Ltd., market re- 
search specialists, Oxford, has left 
the city to take up residence in 
Amsterdam, where he wil) control 
the recently-formed Netherlands 
and Belgian businesses of the com- 
pany 

* * * 


Cecil ftrench Salkeld has been 
appointed public relations officer 
for the recently-inaugurated Amatcur 
Drama Council of Ireland. A well- 
known Irish artist and broadcaster, 
he was formerly Cultural Affairs 
Officer for An Tostal—the Ireland 
it Home Festival. 


* * * 


In addition to his post of gencral 
sales manager of Dunlop Sports 
Co., Lid., Frank Smith has been ap- 
pointed general sales manager of 
Dunlop Special Products Ltd. 


* * = 


A. G. Thompson, press officer to 
the Port of London Authority, re- 
tres at the end of this month. A 
member of the P.L.A.’s information 
staff since 1930, he has organised 
and attended fairs and exhibitions 
at Copenhagen, Toronto, and 
Chicago. He is the author of 
several small books on the River 
Thames 


* * * 


John White is joining Oxford 
University Press on the public rela- 
tions and publicity side. He will 
work with the publicity manager. 
Gerard Hopkins. Mr. White was 
deputy London editor, Northcliffe 
Newspapers Group, from 1949 until 
last month 


J. L. Beddington, Dr. Luis Gonzalez, Mrs. Beddington and Arpad Elfer 
at a party given by Colman, Prentis & Varley at 34 Grosvenor Street for 
Dr. Gonzalez, president of the Venezuelan Advertising Agency CORPA y 


sus Associados Colman, Prentis & Varley. 


Reg Dancer, a senior sub-editor of 
the Birmingham Mail, has been ap- 
pointed public relations officer and 
magazine cditor to the B.S.A. Com- 
pany, Birmingham, in succession to 
Fred Jobson, who becomes com- 
mercial manager to two of B.S.A.’s 
subsidiary companies. 


* * 

Choice of the “Chiller Thriller” 
Book Club for September ® by 
John Marsh, whose novel—*The 
Brain of Paul Menoloff—4Forbes 
Robertson, 7s. 6d.) appeared on Sep- 
tember 28. Mr. Marsh, who is a 
partner in the public relations firm 
of R. M. Lester & Associates, is the 
author of 20 adult novels and books 
for juveniles. 

* * 

J. CC. Macpherson, publicity 
officer and entertainments manager 
at Dunbar for the past two years, 
has been appointed first publicity 
and entertainment officer for 
Carnoustic. 


* * 

New editor of the Bath Chronicle 
and Herald and associated papers 
is R. B. Helling, managing director 
of the company, who succeeds the 
late W. E. Cox. 


OBITUARY 
E . F . Pe r. tt 


E. F. Pett, until recently advertise- 
ment representative of the Church 
of England, died peacefully in his 
sleep last week. 

He was with the church paper, the 
Guardian, from 1907 until it ceased 
publication in 1951, and for many 
years was advertisement manager. 
In his younger days he was a well- 
known amateur footballer for the 
Finchley and Barnet clubs, and he 
also played as an amateur for Luton 
Town football league team. He was 


61. 
T. J. Hatch 


Thomas J. Hatch, former director 
and works manager, Crovdon Times 
has died at the age of 85S. When 
he retired in 1981 he had been with 
this journal and its” associated 
papers for 60 years. His widow is 
Fdith B. Hatch, former managing 
director of the Croydon Times 
series of newspapers. 


Horace L. Scott 

The death occurred last week in 
his 73rd year, of Horace L. Scott, 
chairman of T. G. Scott & Son, 
Lid., and son of the agency's 
founder. He leaves a daughter. 


A.B.C. Figures 
Jan. to June 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,321 


Copies 
Weekly 


London Representative: W. H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative: ARNOLD ELLIS 

64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


Tel. Central 9353 
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ES EIT ARTI me 
* Good Housekeeping magazine 
is read by more ABC Class 
housewives with children 


under 16, than any other 


home monthly magazine 


Advertisers and their agencs should remember this when planning 1954 campaigns 


to sell goods to women for the family and the home. 


* Hulton Readership Survey 1953 


Good Housekeeping—Britain’s foremost home magazine 


THE NATIONAL MAGAZINE CO. LTD., 28/30 GROSVENOR GARDENS, S.W.| 
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‘Local press is 
finest medium’ 


The local press is the finest ad- 
vertising medium you can have, 
Cmdr. A. Robertson-Macdonald, 
advertisement director, Provincial 
Newspapers Litd., told Tunbridge 
Wells Chamber of Trade. 

The small advertiser, he said, 
was sometimes inclined to think 
that he could not compete with 
the “big boys.” and that in com 
parison his own effort would be 
puny 

“ET think that 1s not true,” he 
said. “the ordinary trader would 
gam nothing by advertising all 
over the country, and the expen 
diture would certainly not be 
justified in the way it was for a 
tanulacturer 

“Equally untrue, is the sugges 
tion that a good product needs 
no  udvertising It must be 
remembered that advertising 
never sells a bad product twice 
to the same person 

“The trader enlarges his public 
enormously through the local 
press The local newspaper is 
talking to the womars by the fire 
side ahout the things she under 
stands and which interest her? 

Cmdr. Robertson - Macdonald 
compared the advertisement in 
the local newspaper with the 
shop window which, even in the 
best shopping part of a town, 
was seen by only a few hundred 
potential buyers 


Pages turn every 
six seconds 


1/1] aspects of the exhibition are 

depicted im this poster desiened 

hy Link House Publications Ltd., 
for outdoor display 


Growing awareness 


of need for PR 

I Murray Milne, director, 
b. J. Lyons, Ltd, introduced a 
discussign “Is PR of Any Value?” 
to the Secretaries’ Club 

the Secretaries’ Club com- 
prises the leading British trade 
associations, covering a wide 
range of industries. The meeting 
agreed that there was a growing 
awareness throughout industry of 
the great need for public relations, 
and that during the post-war 
years much had been done to 
bring about a better understand 
ing of its role 


Sereen 
C reseent, 
WY.) are now marketing an elec 


Universal 
Randolph 


Services, 
London, 


trically operated book display 
stand which can be viewed trom 
both sides. ft is believed to be 
the first stand of this type 

The stand has eight pages each 
of which takes a photograph or 


advertisement on both © sides, 
making 16 pictures in all. It 
holds pictures trom 10 tn. by 
8 in. up to 12 in. by 10 on. 

The pages turn at six second 
intervals. Finished in black and 
chromium) plate, or any othe: 
colour required, the sign is ope: 
ated by a small electric motor 


Exhibitors 


OcronerR &, 1953 


vel together on 


‘do it yourself” theme 


At the first International Hand:- 
crafts, Homecrafts and Hobbies 
Exhibition, Olympia, which ends 
on Saturday, a number of manu 
facturers of furniture components, 
flooring, wallpaper, and other 
decoration and repair matertals 
are combining to exhibit on 
series of stands under the aegis 
of a recently formed organisation, 
Do-it-Yourself Ltd 

This organisation does not do 
any selling itself, but 1s designed 
to form a bridge between manu 
facturers and consumers All 
people wishing to make purchases 
are referred to their nearest 
retailers 

An official of the organisation 
said We know of cases where 
firms of decorators are now find 
ing it more profitable to act as 
retailers of paints, wallpaper and 
other commodities, rather than do 
the work themselves. In addition 
to promoting combined stands at 
exhibitions for the guidance of 
amateurs, this organisation will 
have a special form of informa 
tion service which ts being cre 
ited with the support of manu- 
facturers.” 

The Exhibition is organised by 
Link House Publications Ltd 


‘Da ily SketelY’ 


new editor 


New editor of the Daily Sketch 
is Herbert Gunn. 

He succeeds Henry Clapp, who 
moves to the Daily Mail as pet 
sonal assistant to Guy Schofield, 
that paper's editor, 

Mr. Gunn. who ts 49, was edi 
tor of the Evening Standard toi 
SIX Vears and before that manag 
ing editor of the Daily Express 
throughout the war. He resigned 
from the Beaverbrook group in 
1950 and subsequently accepted 
the appointment of managing 
editor of the Daily Mail. 

The appointment of Herbert 
Gunn ts described as marking 
the second stage in the develop 
ment of the Daily Sketch since it 
was acquired by Associated 
Newspapers 

The A.B sale for the six 
months to June 30, 1953 averaged 
804,541 copies per day as against 
a December 1952 publisher's 
figure of 651,000 copies per day 
It is understood that in- the 
months of August and September 
the sale has continued to rise and 
it now stands above’ the average 
for the first six months of the 
Veal 


na ffouseproud 


lhe new journal, “Houseproud,”’ is 

heing introduced on this stand at th 

International Handicrafts, Home 

crafts, and Hobbies Exhibition now 
at Olympia. 


yale hl 
DIRECT MAII 
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‘ a hl ‘ 
SHOT FROM 
‘ ray 1g) ry 

CONTINENT 

The Managing director of every 
boot and shee manufacturing 
firm in the country received a 
picture postcard from the Con 
tinent last week. Picture on the 
front was a typical Riviera scene 
in the shape of a leather sole. The 
nessage on the back read: “Hay 
ing wonderful holiday from pro 
duction worries, Getting exactly 
what | want and beautitulls 
tanned. The locals have a saying 

Les semelles, toutes faites. 
coupent le Prix’, Its worth trans 
lating into action! Best wishes 
Charles.” 

The words “Les semelles, etc.” 
represent the French equivalent of 
‘Cut Soles Cut 
of the National Association of 
Cut Sole Manufacturers, for 
whom this direct mail shot was 
prepared by their agents, Reid 
Walker Advertising Ltd 

Each card was hand-addressed 
in the same handwriting as th 
message (which was, of course 
printed). They were then poste 
from the Continent 


Cost.” slogan 


i. . 

60 ft. sign opposed 

The Ministry of Housing and 
Local Government has held an in 
quiry into an application by H 
Shelbourne, of 37 Stodman Street 
Newark, to erect a 60 ft. high electric 
sign outside his restaurant premises 

The application was opposed by 
the Planning Authority of the Notts 
County Council on the ground that 
the sign would detract from the 
amenities of Newark. 
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That’ S the fithe we've sold this week 


And all to the same type of customer. With the biggest daily 


net sale on earth, the 
DAILY MIRROR 


offers the most powerfu: 


What's so sigmficant about that? 


Well, you can see for yourself they’re a working class young 
couple. He works in the factory up the road probably, and quite 
, mass market coverage 
likely she has a job too. 

in the history of daily 
Which is why they can afford to buy an expensive product like a 


newspapers at the 
washing machine. 


lowest square inch per 
Preciscly. As a matter of fact I was reading some figures the thousand rate of all 
other day produced by The Oxford University Institute of 
Statistics. Do you know that 58°,, of the washing machines in 
this country are owned by people earning less than {12 a week? 


national dailtes. 


The majority of whom are working class. 


When planning 
Quite. By and large, they’re the people with the money to spend 


d your schedules you 
nowadays. 


MUST include 


THE DAILY MIRROR THE DAILY MIRROR 
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‘Benson tradition has 


on their clients’ 


TRIBUTES 


AT LUNCHEON TO MARK 


AGENCY’S OOTH ANNIVERSARY 
A leading industrialist and a leading newspaper man were 
among those who paid tribute to 8. H. Benson Ltd. at the 
luncheon held at the Savoy last Thursday to mark that agency's 


60th anniversary. 


Lord Luke of 
chairman of Bovril Ltd., said 
“The Benson tradition has made 
its mark It has reflected its 
glory, tt has-made names for 
countless clients and has mater 
ally assisted their prosperity 
Further, through national cam 
paigns of one kind or another in 
peace or in war Benson's have 
been of very great service to the 
country.” 

Stuart McClean, managing 
director, Associated Newspapers 
Lid., said that when the story of 
advertising came to be written, 
S. H. Benson would take great 
credit The integrity and skill 
with which its members applied 
themselves in) the early years 
attracted a very large number of 
advertisers 

Mr. McClean, who was pro- 
posing the toast of “The Com 
pany,” claimed that just after the 
war, When the monetary position 
m this country was bad and our 
respect abroad not too good, the 
Benson company’s decision, in 
conjunction with Mather & 
Crowther, to open up the Amert 
can market, did this country a 
power of good out of all propor 
tion to the amount of business 
which was done. 


Acme of advertising 

“LT hope that your undertaking 
will retain to the end the honesty 
and the delight of its beginning, 
and the last dregs of the cup will 
be as sweet as the first sip,” he 
concluded 

An audience of more than 200, 
who included some of the biggest 
names im British mdustry, heard 
Norman Moore, chairman, pro 
pose the toast of “Our Clients.” 
These, he said, composed many 
leaders tn their own fields, as well 
as a number of smaller clients 
who would be leaders to-morrow 

In his response, Lord Luke ot 
Pavenham, paid a tribute to Mr 
Moore tor the many years he had 
given to Benson's, and expressed 
the hope that he would enjoy to 
the full his retirement 

It was interesting to note, he 
continued, that) Benson and 
Bovril started in the same decade 
Samuel Herbert) Benson started 
with John Lawson Johnston, his 


T. B LAWRENCE LTD. 


2/4 CLEMENTS INN, LONDON, W.C2 


Pavenham, 


Norman Moore 


to retire 

Norman Moore is to retire 
from the chairmanship of 
S. H. Benson Ltd., at the end 
of this year. 

Announcing this at the 
agency’s 60th anniversary 
luncheon, Mr. Moore said 
that he would be succeeded 
by R. A. Bevan, the present 
managing director. 

Philip Stobo and D. A. 
Bain have been appointed 
assistant managing directors. 


grandfather, back in the “eighties 
Ihe latter founded Bovril and 
the former founded S. H. Benson 
Ltd. and the family connection 
continued through Philip Benson 
and Lord Luke's tather. 

Referring to the company’s 
many advertising successes, Lord 
Luke mentioned particularly a 
receng outstanding achievement 
when a Coronation poster was 
produced bearing no name and 
no words but merely symbols, vet 
evervbody krew what it was all 
about. 

“LT consider that to be the acini 
of advertising,” he said 

Dealing with advertising gener 
ally, Lord Luke said that the pro 
duct must be good in quality 
otherwise only one sale was made. 
Therefore, modern advertising 
was One of the best guarantees 
against low. standards. Indeed, 
in that matter the reputation of 
advertising itself was also at 
stake, and it would not be tnap- 
propriate to say that S. H. Benson 
would never take on anything 
unless its intrinsic merits Were 
proved. 

A, Bevan, managing director 
and chairman-designate, paid tri 
bute to those who, he said, taught 
his generation and the present 
generation advertising. He said 
that Samuel Herbert Benson was 
a very remarkable man, as was 
his son Philip, Then there was 
Oswald Greene, a great) copy 
genius who could produce a sen 
sational campaign and who could 
also convince a client who longed 
for a sensational campaign that 
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41 a luncheon to celebrate the 60th anniversary of S. H 
attended by business men representing neariy 


Stuart McClean, managing 
Norman Moore, 
managing 


isers 
welcomed by 


the time was ripe for ead iad 


butter advertising only, 

Since the end of the last war, 
said Mr. Bevan, the company had 
expanded in many ways. There 
were a number of associated com- 
panies at the present time which 
S. H. Benson Ltd. controlled, and 
he was glad to be able to wel 
come their representatives. 

Nearly a hundred well-known 
advertisers were represented 
among the guests, who included 
Captain G. C. Blundell, director 
of naval recruiting; Su 
Christopher Chancellor, general 
manager of Reuters; Sir Robert 
Fraser, director-general of Cen- 
tral Office of Information; 
Brigadier T. Carlton Harrison, 
managing director, Gillette Indus 
tries Ltd: the Earl of Iveagh; 
Aubrey Jones, M-P.; the Hon 
Hugh Lawson Johnston; |. J. Put 
man, M-P., Sir Frederick Row 
land; Sir Lancelot Royle: and 
Colonel A.C. R. Waite, chairman, 
Austin I xport ( ort Corpora’ ation. 


Three fairs for 
loy trading 


More than 800 replies to a 
recent questionnaire conducted by 
Toy Trader and Exporter reveal 
that 85-6 per cent of the toy 
traders remain faithful to the 
Tovs and Games Section of the 
British Industries Fair at Olympia, 
The Harrogate Toy and Fancy 
Goods Fair will be attended by 
64:1 per cent and the Fair being 
organised by the British Toy 
Manufgcturers Association — at 
Brighton by 48-7 per cent. 23-7 
per cent state they will visit all 
three Fars 


chairman of Benson's, 
director and chairman-designate 
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reflected glory 


Benson Ltd., 
a hundred well-known adver- 
Associated Newspapers, 1s 


and R. A. Bevan, 


director, 


| Pedalling in 
100 markets 


The advertising department of 
Raleigh Industries Ltd.. under 
the direction ot S. C. Woods, has 
produced what is claimed to be 
one of the most comprehensive 
range of export catalogues ever 
to be compiled by a British 
cycling firm. 

Dispatch is now taking place 
of 63 different catalogues to 
dealers in more than 100° over- 
seus territories. Languages used 
include Siamese, Turkish, 
Chinese, Jawi and Burmese, 
French, German, Elemish, 
Spanish and Portuguese 

Printing was carried out by 
Franklyn Ward & Wheeler Ltd... 
ol Leicester, in conjunction with 
James Cord Litd., of Birmingham 
Franklyn Ward was respon- 
sible for design and production 
in collaboration with the adver- 
tising department of Raleigh 
Industries. 

To supply the 10 millon im- 
pressions required, Franklyn 
Ward & Wheeler used 90 tons ot 
paper, 2 tons of ink, and about 42 
miles of wire for stapling. 


Speaking for 
competitive TV 

Speakers ut a meeting to be 
held at Central Hall Birmingham 
this (Thursday) evening by the 
Popular Television Association, 
which advocates competitive tele- 
vision, include: A. J. P. Taylor. 
Gillie Potter, Anthony Sell, M-P., 
and Canon C, B. Mortlock. Lord 
Fairfax of Cameron will preside. 


an Pesttt « sss 


_ ¢& be bf ‘ — 7 - — «4 
2 ae ~ 
# Pra 
a) lee 
— 
$ 
t ee } 
eS; ( 
: a <3 : " 
(a r ‘ ‘ A | 
3 ee -  - ras) , 
; Oe eereccccececeseeesss -eeceseeeers eal ee come ie a | 
4 . ” m, Cea B Hagtage dS i 3 
| Ss : “i aa Pe 
ae 3 ; Sea ae = 
a Hy $ ¥ Mou lp eae 23 2 
e . : : bi wee os = baci. > 
4 z ‘i a ‘ Sy es vr ae e 
h sy = < tw ae co oe ! 
i $ ® : i 
ae ry . = q 
. . 
ee +4 7 
~ : : 
4 . 
ran . 7 
‘ ; ee 
% ° ° a Yo 
var 7. . 
Fae . . 
. o . 
ft $ : 
‘ : ae 
& 
ES : : 
aes : : 
oe : H 
a PITTTIITIT TLL 
or, 
te ‘ ' 
ran ‘ 
=a i. 
vat 
ie 
hs 
dy. 
a4: 
& 
Pik ; 
ae 
‘4 
oF 
BS 3 
<p 
te a 
- 
¥ 
oe 
‘- 
+ ae 
ee 
ge ana } 
‘ ' 
Z ; 
4 
i ee y 
re 
wm nA : ; bi 
ae ere Bee" : ‘a : : ae ee re oe aie ee ee : 


OctoserR &, 1953 


Behind the readership 


... look for men and women 


ADVERTISER'S WEEKLY 


statistics 


Tasir te 


oReRe Ceeee eben Hhede Bein 


aVonNg #OMEN 


varternnd # jong hmbe 


IN BLACK-AND-WHITE 
21% 3 In cost per page per 1,000 readers 
e+: at rates current on July Ist 1953, 
The Reader's of all 
magazines, is the cheapest for 
reaching : 


Digest, 


Over 4) million readers 
Over 2} million ABC readers 
Over a million AB readers 


TATISTICS help to count and classify the “readers” your money will buy 


when you're planning an advertising campaign, you also 
character of the readership you're getting. 


With The Reader's Digest, you know you are reaching men and women interested in almost 


anything. People whose alertness to new ideas, new developments, 
influence on their friends. And they are readers. The Reader's Digest i 
appeal, not visual appeal.(A worid sale of 174 million proves how 


Over 2) million men 

Over 1} million ABC men 

Over a million ABC women 
Almost | million AB women 
Over 4 million car owners 

Over 2) million cigarette smokers 


Almost } million house owners 


but 
the 


want to know IN FULL COLOUR 


Less than 17°, above black-and 
white! Compared with the rates 


gives them a certain 
s edited for readership 


in other magazines, see how low 


the cost per colour page per thou- 
sand readers 1s for reaching 


well this formula works.) Each issue is designed to be read, 
browsed over, returned to again, passed round the family. 

In such a setting, experience shows that advertisements have 
the maximum likelihood of being read —not merely skimmed 
over with a quick glance. 


CIRCULATION GUARANTEE 850,000—W hen you buy space in this maga- 
7ine-that-is-read, you not only buy quality of readership; you also buy 
quantity. You buy a guaranteed circulation of 850,000. And, because 
The Reader's Digest is very seldom thrown away, but kept, passed 
round the family and on to friends, you buy a readership of no less than 
44 million.* In fact, you get all the advantages of attentive readership 
in the home, plus the circulation of a mass medium. 


PAGE RATES: Black & white £535. Full colour £625 
**Buy-Lines” a small-ads. feature with personalized selling : £150 per 
insertion, including production costs. Write to us for further details. 


Cost per colour page 
per thousand readers 


2/9 
55 


A TOTAL OF 4,520,000 READERS 
2,300,000 ABC class men and women 


1,090,000 AB class men and women - - = + IN6 
1,900,000 men and women aged 16-34 - - - 67 
2,520,000 cigarette smokers + = © = = = 411 

580,000 car Owner! -“-2- 2 © = = 216 

740,000 house Owners = * * = -- 16 11 
A TOTAL OF 1,910,000 WOMEN -- - 67 
1,360,000 housewi\« - «= = 92 
1,090,000 “ beauty « “ious women- - - - 16 


The Reader’s Digest 


The Advertisement Director: 1 Albemarle St., London W.1. GROsvenor 4738 


*All readership figures are 


{from the Hulton Readership Survey 1954 
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Miiabe Slalistics or tntutlion? 


HAPPY HAUNTING 


Summing up impressions of the 
Clubs Conference at Harro- 
gate, one thing stands out. 
This is that it was happily 
haunted by the spectre of Mr. 
Bevan (if one dare use the 
term “spectre” of a man still 
so very much alive). And the 
key word is “happily.” 

lor it begins to appear that Mr. 
Bevan (and Dr. Sangster and 
the Archbishop and all) has 
supplied just the tonic organ- 
ised advertising needed to jerk 
it out of its complacency. 


In militant mood 


Delegates went to the Confer- 
ence in militant mood. 


They were indignant that their 
calling had been unfairly 
assailed. But far more were 


they determined to take action 
that will give the lie to 
the uninformed (and sometimes 
mendacious and = miatlicious) 
criticisms) which have been 
peppering advertising. They 
demanded that something be 
done to help promote public 
confidence in advertising by 
telling the public what it really 
is. how it works and what it 
does. 


Call for action 


This is the main aim of = the 
clubs, as it is of the Adver- 
tising Association to which 
they are affiliated; and dele- 
gates agreed that all the varied 
activities —vigilance, education, 
public speaking—should be 
strengthened because, directly 
or indirectly, they are means 
to this vital end of informing 
public opinion. 

There was a healthy mood 
of impatience. “Give us the 
tools and we will get on 
with the job” was in effect the 
message sent to the Advertising 
Association. 


Mr. ‘X’ answered 


“What can you in the clubs 
movement do for me? Why 
should I give you my = sup- 
port?” was the challenge from 
Mr. X, the advertiser. 

lf, on a nation-wide scale, and 
working to « brief supplied by 
their central body, the clubs 
can promote greater confidence 
in the advertising for which 
advertisers pay, he will have 
his answer. One can imagine 


no greater service to adver- 
tisers. 


AM not going to insult the 

advertising fraternity by 
suggesting that they are in any 
way less good democrats than 
lam. As far as I can under- 
stand them they are hard 
businessmen who brood over 
their charts and graphs, their 
percentages and their surveys, 
but they seem to be shrewd 
students of human psychology 
as well. 

Whatever they are, they are not 
material dialectical Marxists, and 
they don't really believe that men 
and women are influenced purely 
by economic circumstances. They 
may, shall we say for the pur- 
poses of argument, divide their 
characters up into funny little 
isotypes called A, B,C, and D 
class readers. But I know well, 
as an old political journalist, 
that electors never vote solely be 
cause of their economic interests 
If that were true you would never 
have the phenomenon of great 
industrial working people's con 
stituencies returning C onservative 
Members, as we have seen them 
do over and over again. Nor 
would elegant suburban constitu 
encies go Labour. 


* * * 


I have been told that nowadays 
the advertiser relies only on the 
pure science of numbers. | don't 
believe it. | believe, on the basis 
of my whole life’s experience, 
that advertising ts one of the 
liberal professions, | do not think 
that it starts out from the postu- 
late that the garden can be re 
varded as being divided up among 
ounthiils and beehives and grass 
hoppers and butterflies. 

The 19th century, which was 
the century of the economist, 
could never decide who was, and 
what were the properties of, the 
Economic Man or that) other 
queer phantom the Ultimate 
Consumer Has anybody ever 
met those queer abstractions the 
\ class reader, the B class reader, 
the C class reader and the D class 
reader? | suggest, if it is not im 
peruient, that the Editor of 
ADVERTISER'S Wrekty might like 
to throw a party for these strange 
phantoms to meet one another 

My belief is that the advertis 
ine fraternitv have a very strong 
peatines aAhout the differences of 
human beings, that they have no 
desire to set them into fixed 
categorics, and that, in the ulti- 


@ First 


@ General 


mate, they 
slalistics 
In this sense they are the 
guarantors of the freedom of the 
press, of its independence, and of 


prefer intuitions to 


?: GUEST COLUMN 
by 
R. J. CRUIKSHANK 
Editor, 
“News Chronicle” 


eee eee eee eee eee eee 


its abilitv to avoid reliance on 
other and more dubious sources. 

Let us face the facts of life. 
No newspaper that I have ever 
heard of in this country, or any 
other country, has been able to 
exISt except through two sources: 
(1) Government or party political 
subsidies, or (2) advertising. 

There were two great declara- 
tions of freedom for the press tn 
our history. The first was Miul- 
ton’s Aeropagitica. The second 
was the occasion when the 
Treasury agent returned with his 
tail between his legs to William 
Pitt after a visit to The Times 
and said, “They won't take our 
money.” 


To-morrow 


@ The B.B.C. is to take action 
to prevent “flagrant cases of 
free publicity” for person- 
alities and products in TV 
programmes. 


warnings against 
dubious claims for the per- 
formance of toothpastes and 
similar products are to be 
issued as soon as the new 
Merchandise Marks Act 
comes into operation. 


positive step in the 
establishment of an organi- 
sation to conduct public re- 
lations for advertising will 
be announced in about a 
fortnight’s time. 


@ Soft drink sales in’ Britain 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


will shortly be boosted by 
the introduction of auto- 


matic, refrigerated dis- 
pensers in canteens and 
shops. 


Walkers 


(Showcards) 


@A_ big 


@ Advanced-stage 


It was the discovery of the 
wider possibilities of advertising 
by the John Walter of that time 
that set the press free from either 
Government subventions or the 
donations of political parties and 
private interests 

As things stand, my advertise- 
ment director and the advertisers 
in genera! take me and my paper 
for what they are. They may sor- 
row apart, but they never inter- 
fere. 

In this sense it has always 
seemed to me that advertising 
has been one of the guarantors 
of the freedom of any newspaper 
which is completely independent 
and which ts tied to no party or 
to no commercial interest 


* * . 


There are a good many fancy 
schemes for the control of news- 
papers now being discussed. But 
does anybody really honestly 
feel that any © self-respecting 
journalist would serve under con 
ditions in which the press was 
regulated either by Government 
or trade unions or independent 
political parties” 

I think that in al! fairness one 
should testify to the truth as one 


OPIC. 


® There is a move to form a 
space buyers’ association. 
Preliminary meetings have 
been held by a small group 
of interested people. 


@ A famous German lager 


stronger than that now on 
sale here—is to be put on 
the British market on an 
extensive scale. Advertising 
agents are to be appointed 
soon. 


Holiday -in-Sweden 
campaign is to be launched 
in Scotland in the New 
Year. 


@ A radio and television exhi- 


bition is being planned for 
Glasgow next year. 


tests are 
being carried out on concen- 
trated frozen beer. 
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WHERE KENT SHOPS: 


The Kent County Council has published a map showing 
the towns where people shop in Kent. We reproduce this 
map with the towns where there is a Kent Messenger 
office marked in a darker colour. 


Jt pays to advertise in the 


MESSENGER 


7 
GAZETTE OBSERVER 


GROUP NET SALE {i.2c, 83,599 COPIES WEEKLY 


HEAD OFFICE: MAIDSTONE LONDON: 80 FLEET STREET 
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Don’t 


YQ much nonsense ts being 
written and talked about 
the British Industries Fai 
past and future that it would 
appear to this outside observer 
that some deliberate sabotage 
was afoot; if, that is, he did 
not know his countryman’s 
capacity for not thinking 
clearly until he has to. 

First, let us accept the pre 
mise that all international trade 
fairs make money for someone 
(and many of them have been 
doing it for forty years or more) 
and let us see how that happens 

Theoretically, a successtul 
trade fair carries the seeds of its 
own destruction A successful 
showing of “goods in: demand” 
will make so many live contacts, 
will so fill the order books during 
the ensuing months that after 
three or four fairs an exhibitor 
may teel he can skip that expense 
for the tuture 

In practice, it doesn't work out 
that way, because markets and 
manutacturers are not static 
Markets change, some developing 
one way, some another, some 
temporarily disappearing and 
hew ones comimg up 

Again, manufacturing methods 
are continually on the move 
New materials, new methods, 
new inventions, new tendencies 
on the part of consumers come 
up every year and, of course, 
the activities of competitors affect 
hoth 

When Australia “disap 
peared’ a_—while ago, for 
example, there was evidence of 
not a little regret among manu 
facturers who had gone heavily 
into that market, that they had 
vkipped the BAK. the vear it 
happened They had to go 
humting markets themselves, in 
stead of havine buvers come 
and look them over at home. 


Shopping in main street 


You wouldn't care to have to 
fo shopping tor your shoes in 
I cicester, your pullover in’ Brad 
ford or table knives in Shetlield 
and so on. You take a walk 
down the main. street of vour 
nearest town and enjoy the 
windows 

The bie world buyers 
that way tor their countries 
They travel the fairs there are 
nine old-established international 
fairs in Europe alone between 
March and May every year -to 
survey the whole field of manu 
facture. They regard trade fairs 
as the shops along the main street 
of the world 

You think that’s just a pretty 


shop” 
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let us sabotage the B.LF.! 


* What is wrong—if there is anything wrong—with the British Industries Fair? 
* It is not the management, which is better than many. 
* It is not the location. 
* It is not even the date, for that chimes in with the other European fairs. 
* Jt is the manufacturers, who either misuse it or do not use it at all. 


story”? 


Then argue with the 
figures. 

From 1947 to 1952 the 

average yearly attendance of 


overseas buyers at the B.I.F. was 

16,700. In the last three years, 

over 51.000 overseas buyers 

from 129 territories recorded 
their visits. 

And before the war, the aver- 
age overseas attendance was 
5.000 a year! 

Ihe attendance figures were 
down this year, were they? And 


peesserees By A. GORA soeteeeeee 


The contributor who writes 
under this pseudonym is a 
director of an_ international 
selling organisation with ex- 
perience of Trade Fairs going 

back into the 1920's. 


the number of exhibitors, too? 
Ihey’ve been going slowly down 
since 1950, but how long did any 
of you expect the sellers’ market 
to last? Haven't we pretty well 
filled in the holes of five years 


diverted production, aren't our 
exports up; isn’t the dollaz gap 
less of a pain ? 


It couldnt go on at that 
immediate post-war level unless 
the rest of the world was going 
out of business 


Criticise the B.L.F. 
this way... 


Let us admit that the present 
level is not good enough. Whose 
the fault? In part, the organisers 
They could and should have 
foreseen this levelling out (they 
have all the figures on every 
aspect of world trade). And they 
should) have made twice the 
eflort to get new exhibitors to 
whip up interest in new indus- 
tries, to make participation more 
attractive to the thousands of 
potential exhibitors that could 
and should be there. (It 1s within 
the writer's observation that much 
of the vitality of a fair les in a 
good turnever of new exhibitors.) 

To be fair, they seem to be 
doing it this year The work of 
getting exhibitors is being done 
through the Board of Trade’s 
own Regional Offices This ts, 
of course, the good commercial 
way to handle it through the 


men in the areas conversant with 
the people and the industries 
located around them and able to 
make personal contacts. 

This leads to another point: 
Do you muddle Birmingham with 
London? 

In the Birmingham Exhibition, 
you have a permanent show- 
ground, with permanent build- 
ings, owned by the organisers, to 
house heavy industry only 
capital equipment always in 
steady demand 

These concrete floored hangars 
need only cleaning and painting 
and they are used for nothing 
else 

In London” rightly in the heart 
of London, at Earls Court and 
Olympia —there is a very different 
picture. The Board of Trade we 
find has to face a bill of around 
£74,000 for eleven days’ rental 
and other essentials, plus some- 
thing over £10,000 for basic instal- 
lation decor. 


Government hand 
not so dead 


These extra charges continue 
right through all aspects of the 
London sections, for they house 
the luxury trades, textiles, light 
consumer industries, etc., all of 
which require better finish in 
stands and fittings, 

Lastly, to give news of the 
B.LF., there has to be world pub- 
licity, world distribution of ad- 
vance catalogues and = informa- 
tion booklets and direct mail to 
past and future exhibitors. 

We find it hard to believe that 
a job of that sort can be done 
effectively under £100,000; in- 
deed, few agencies would be 
foolish enough to suggest so low 
a figure for so big a job to any 
commercial undertaking that 


wanted and understood — world 
coverage, 
What private association is 


going to find a couple of hundred 
thousand pounds in finance for a 
return that can only be measured 

and that but roughly —-in 
general trade returns in the 
future? 

“He who pays the piper calls 
the tune” and if vou were to see 
how a good tune it is within what 
must be constricting ~ financial 
limits, vou should be at the re- 


ceiving end in, say, Canada, the 
States, or the East when the work 
Is going on; you'll be fully aware 
of the coming B.LF. 

So—what is the matter with the 
B.L.F.? Let us say flatly that in 
our Opinion it is not the manage- 
ment (better than many), it is not 
the location, it is not even the 
date for that chimes with the 
other European fairs. 

It is the exhibitors—-present and 
ahsent! It is vou manufacturers 
who misuse it or do not use it at 
all. 

The present writer returned 
from North America (where he 
had been finding out what people 
might want) in time for the 1953 
B.LF. and for obvious reasons 
contacted a number of exhibitors. 
The summing up is simple—all 
the new entries without exception 
were “happy as sandboys” and 
Were saying so (The cutting 
agency employed as well produced 
a full desk from papers up and 
down the country.) 

The grim side lay in a half- 
empty Earls Court and the num 
ber of regular exhibitors who had 
half-baked young salesmen on the 
stand or clerks from the works. 
(This was particularly shocking 
in one case for two directors of 
the firm had been seen at the 
Canadian International Trade 
Fair last summer working hard 
enough to get somewhere.) 

How many exhibitors one won- 
ders get out into the markets and 
try to find what they are likely 
to want. It needn't be new but it 
must be emphasised on the stand 
and surely it can be sold to some 
of the seventeen thousand visiting 
buvers? 


We still need it 


The talk still goes abroad that 
Britain’s workers are tired, or 
decadent or plain lazy, when in 
fact our output figures per man- 
hour stand up splendidly along 
side those of any other country 
in the world. 

Bad propaganda can destroy 
countries, let alone industries or 
manufactures, good as they may 
in fact be. 

So let’s not destroy the B.LF. 
by careless talk. We still need it 
in a world that grows monthly 
more competitive. 
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136,407 PEOPLE READ 


The Listener 


Member of the Audit Bureau of Circulations 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, 


Broadcasting House, Portland Place, London, W.1 


ADVERTISER'S WEEKLY 


y te lling 


The hoarser kinds of publicity 
are not always serviceable 

for products with a high reputation. 
Often you need only say a 

few well chosen words to a few 

well chosen people — like the 

readers of The Listener. 

They are people who like good things. 
They can afford them and are 
prepared to hunt for them. They are 
(as their taste in reading suggests) 

just as much influenced 

by reasoned argument as by a loud 
repetition of claims. If you have 
something to sell that is better than 
average, you can be certain — 

for experience has proved it — 

that The Listener’s readers will 
respond extremely well. 
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ADVERTISER'S WEEKLY 


thought. 


of Advertising 


g lyes phrases that came my 
way this week have made 
me pause for thought. 

An agency chief said that in 
the early stages of creating a 
campaign he could scarcely 
keep away from his “ideas 
group.” As long as they were 
discussing the basic selling 
idea he was as nervous as an 
author at his play’s first per- 
formance. “But once the 
selling idea is settled | drop 
right out of the picture,” he 
said. “The rest is just plumb- 
ing.” 

His agency actually does very 
superior plumbing, and indeed 
its advertisements are so well 
produced down to the Jast detail 
from a technical point of view 
that one can scarcely believe his 
detachment to be as complete as 
he pretends. 

But his attitude is well worth 
remembering. He believes that 
the basic selling idea is nine- 
tenths of the battle, and neither 


that carries this label... 


canner 
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| Buy a BRITISH CARPET 
| 
| 
| 
| 


s1ae cow fee 


The powerful picture at the top 
of this advertisement for carpets 
would somewhat weight’ down 
and overpower even the most 
vivorous and lively copy. In this 
case, however, the copy is not 
good, 


One is revealed by the heading to his Review 


Don't be a ‘difficultiser’ 


money nor time — particularly 
time—should be grudged in the 
search for it. 

Good campaigns have in the 
past been produced practically 
overnight, but for every good 
campaign produced in a hurry 
there have been dozens that were 
either downright bad or were 
composed of pretty pictures and 
spineless flowery words that, like 
a lunch in a Chinese restaurant, 
filled the empty space but pro- 
vided neither nourishment nor 
lasting satisfaction. 

The other thing that caught my 
car was a new transitive verb 
to difficultise. The speaker was 
moaning bitterly at the bar be- 
cause his client insisted that two 
mutually contradictory claims 
should be given equal prominence 
in every insertion, like the pre 
war breakfast-food maker who 
claimed to correct the metabolism 
so that thin women put on weight 
and fat ones took it off until 
everybody was “just right.” 

“If he goes on diflicultising the 
campaign like this he'll end up 


| 


Henry's 
‘Triumph’ 


\Desoutter Tools 
put power into your —_ 


ee ee 


| 
a 


This Desoutter Tool parody of 
the Horlicks strip advertising 
appeals very much to Copytaster 
who has expressed the hope that 
itomay be the first of a series 
with Murphy Radio the next 
subject for dissection 
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Two new phrases have made COPYTASTER pause for 


This Co-operative 
Permanent Build- 
ing Society adver- 
tisement looks as if 
the original idea | ~~ 
could have been | ~ 
quite interesting 
und effective. A 
“schizophrenic” ap- 
proach has, how- 
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All round the factory people benefit it 
iby. Building. Society Service’ 
eZ 


-rlapanecpaintaepemp ayy 


CO-OPERATIVE ‘PERMANENT 


Saving and beyestment with the 
CO-OPERATIVE PERMANENT 


—_ «com “2 


Surt_oOinc socrery 


wEw OFF ORD HOUSE, LONCOm, wer ated 


t ‘maw 
ever, robbed it of HAVE SOME THING SOLID BEHIND YOU Cra ~ 


clarity. a 


in Carey Street, and he can drop 
me off at Colney Hatch on the 
way” was the general tenor of the 
speaker's complaint, and he 
deserves our sympathy. 

A campaign should be single- 
minded, hammering home one 
clear theme ag _ persistently 
(though not necessarily as mon- 
otonously) as the tune in 
Ravel's “Bolero.” It can be 
embellished and garnished with 
other selling points, of course, 
but they must never drown the 
theme. 

When a whole committee sets 
to work to difficultise an adver- 
tisement the result is apt to be 
more pacifist than punchy. 

This Co-operative Permanent 
Building Society effort looks as if 
the original idea could have been 
quite interesting and effective. 
Probably the campaign began life 
in splendid shape with a clear 
and persuasive theme and a driv 
ing urge to invest in the society 
Even now it is readable enough, 
but it wanders about instead of 
leading the reader step by step 
to a strong and clear command 
to acuion 

How can it, when its message 
is: “both a borrower and a 
lender be!"? 

This schizophrenic approach is 
the cause, surely of the diffuse 
vagueness of the whole advertise- 
ment. The headline, for example, 
begins well enough but the ab 
stract words “benefit” and “ser- 
vice” are barbiturates where the 
real need is for an alarm-clock 
or a fire-bell 

The five individual “case- 
histories” are well thought out, 
and it was a good idea to make 
the people scem more real by 
giving them names but the little 
stories could have been written 
more vividly, so that each charac 
ter came to life instead of being 
merely a “case.” 

Nevertheless. these positively 
sparkle compared with the para 
graphs in the middle panel. This 


is or should be the meat of 
the advertisement, 

This is where the copywriter 
has the reader face to face and 
wishes to present his argument 
with all the persuasion at his 
command. The word “you” 
should be in almost every sen- 
tence, but it is all written in 
the most impersonal of third 
persons. 

“The Society's Funds are se- 
cured... ."; “Invested money can 
be withdrawn, ...”; “The rate ol 
interest payable to personal in- 
vestors....”’ All that is the langu- 
age of the counting house rather 
than the factory floor. It will be 
a brave—nay a heroic—readet 
who heeds the urge to action. 
And what a stirring trumpet call 
itus!: “Send a posteard for fur- 
ther details of savings and invest- 
ment tacilities or, if you in- 
tend to become a house-owner, 
for particulars of our mortgage 
rates.” 

How many sacks of mail do 
you imagine that brought in next 
morning? 

Over the bottom three inches 
of the advertisement let us draw 
a veil —— noticing only that, hid 
den away in it, there are the 
makings of a much better argu- 
ment than you will find anywhere 
in the copy. 

* * » 

MontHs ago | asked whether 
there wasn’t just one maker 
of sauce somewhere 1n_ these 
islands, who would venture on 
a campaign containing something 
more than a big picture of the 
bottle 

It is one thing for an industry 
to play follow-my-leader, but 
uw becomes downright crazy 
when an entire trade plays 
ring-around-the-roses as the 
sauce-makers did because no 
hody would give a lead of any 
Aind. Lea & Perrins, was not 
really one of the advertisers 1 
had in mind, but here it is with 
a scheme that really savs some 
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He may not have time — complete, accurate and well-informed 
to see your Representative — the ** Financial ‘Times” is essential to 
but he makes time to read Top Management. Put its advertising 
the “Financial Times” —a columns to work for you and you can 
well-respected salesman that gets into be assured of getting into thousands 
Top Management every day. Because — of offices where important buying 


its reporting of business news is so decisions are made. 


FINANCIAL TIMES 


reaches Top Management every da) 


SIDNEY HENSCHEL, ADVERTISEMENT MANAGER, 72 COLIMAN 


—_ —— 7 we * z. . ee + ‘ ‘ ‘ A . 
i eeeeeeeer—S—SSCisT 
nn 
. 6 Po, - 
j ef ’ P| — 
—s : é J, 
: 1S Ps - 
rk A 4 , ) 
’ | iy / 7 Peers 
4 ‘4 é : ae ~ : op 
etenng Gomes: oe ee i 7 
) Ae Be 1 ; Ne ‘| 
: 4 me 24 a aes oe £ i . H ae - ee 
ae | 2 \ 4 ) ) 
4 s * 4 . o, ‘ ; - 2 a e 
NS Zz ~\ tt ; aes — aes : 
¥ 7a ~% a: = le a E t is % ~ —_ 7 
c : * 4 ~. a SS A +a , “a ’ =>. 
Pose . ~_ ——_—, ie 
F 4 |e . oo ae ae 7 "tee - 8 y 
. ie ; ; a. : - ee Tr : r ps ~~ * ag 
Fy Ss * ‘ Nes SE agg + a 24 F — rs | o—_- 
Seow: ae ‘i ee faa. 
. a : : 4 Fg) ees *\ oa - 7 : " © ine dies te ~ 
ea toe, a: ae i r - i y ee : i ; as Se ae . 
aa = : Ms soe 4, a \ tA wae 3 ae BY é 4 ‘ : sh ‘ 
ial | : eh Px. Hn \ ; ae 7 | ae . 
: a: ~ a. : i 3) ¥ ’ 
et et 407, Mi ) a. i eo - ee \. 4 . hat ' 
ae ate : i ey ¥*, ae Be 2 5 Re ; 
3, a zo $ * a ee ae % ms ie bh wy . 
a: Cy ee th 
— o 
, B® ge ? Vig , 
. e : 
With your salesman under his arm... j 
ee ie 7 
© Bae | on 
fee: =\\ 
@Un 
= rh 
Kain 
THE 
Sn 
i eeeerrrrr—C—C—C—C—“C:tét‘ RS LONDON E.C.2 
+ 
e* e a ; ; eee 
o” Sarre fl a v4 je he le Pe ‘, ath i ee 5 % 7 


pea, ots pg eR 


ADVERTISER'S WEEKLY 


IN 


ALL DIRECTIONS 


The brilliant blue box with Regent Corsetry written 


all over it is going to show up on the shelves, attract 


the shop assistant and interest the customer. Once 


more a Sanderson signature paper will have done what 


was intended — increase sales for a very small outlay. 


This is good publicity, this personalised box paper 


method. Your name and your product are linked in an 


agreeable pattern which can be read and noted from 


all directions. Your boxmaker knows the details 


ask him about it. 


SANDERSON 
Sigrnatu ” Da pe ro 


52 BERNERS STREET, LONDON, Wil 


As if in response 
to Copytaster’s in- 


quiry of some 
months ago, a 
sauce maker is 


now using an ad- 
vertisement which 
marks a refreshing 
break from the 
usual formula. 

In this Lea & 
Perrins copy, the 
bottle does not 
rise up in the man- 
ner of a vast obe- 
lisk and the appeal 
10 economy is also 


well directed. 


| 
| 
f 


thing strongly and with convic- 

tion. 

On the face of it one might 
wonder whether it is wise to put 
quite such emphasis on_ the 
economy story, but if there is 
even a whisper of truth in the 
stories one hears about British 
families’ appetite for sauce, any 
news of economy in that direc 
tion must sound like a promise 
ol pennies from heaven. 


The bottle has not completely 
gone, but what a change it is to 
see it being used instead of stand- 
ing four-square like an huge 
obelisk erected in memory of 
Monsieur Brillat-Savarin. 

The layout and typography 
here are unusual and interesting. 
They make the headline almost 
a poster but at the expense, 
surely, of the copy—which turns 


o (reat wrnin 8 treat 


table companion for 


many © tasty day 
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Every drop full of flavour... 


One bottle lasts for meals 


difference Derwees a meal 
and a good mea 


and meals and meals 
EP) even oS (pee 


WIDENS THB Vasiery 


an be your by gene eatra favours 


tu everyday dishes 


Lea and Perrins 


The original and genuine Worcestershire sauce 


| 


out not to be very valuable in 
any Case. 
* * ~~ - 

Dip you see the Desoutter Too! 
people’s parody of the Horlick’s 
strip advertising? I hope it is 
the first of a series of parodies 
of current advertising with 
Murphy Radio as the next victim. 

. * * 

THERE is such a powerful pic- 
ture at the top of the carpets 
advertisement that even the most 
vigorous and lively copy would 
be somewhat weighted down. 

This copy was stillborn as well 
as being ungrammatical. It would 
have been better to leave it out 
and dramatise either the £750 
competition or the booklet. 

I believe that advertisers ought 
to ask more often whether a 
parel of copy is really necessary. 


S a service to clients, G 

Street & Co., Ltd., have 
produced a Dictionary of Ad- 
vertisement Production Terms. 
Ir so doing, they have accom- 
plished, perhaps, more than 
they intended, for the demand 
for their 20-page brochure is 
likely far to exceed the require- 
ments of the advertisers they 
represent. It could well, were 
Streets prepared to print and 
sell the requisite number of 
| copies, become a “must” for 
every advertising man’s refer- 
ence library. 

The information” given 1s 
elementary in that it 1s known 
by every competent production 
specialist, and has been learned 
(af in part forgotten) by every 
holder of the Advertising Associa 
tion diploma or Institute associ 
| ateship. The value of the Diction 


Invaluable production 
dictionary for ad. men 


ary is that it so concisely sum- 
marises this information as an aid 
to memory, and in many in- 
stances, so graphically explains it 
in pictures. 

Take, for example, the term 
“Exploded Drawing.” This is not 
only defined in words, but one 
is shown an actual exploded 
drawing from which the meaning 
is clear at a glance. The more 
complex technique of colour 
separation is similarly dealt with, 
by full colour illustrations. 

About 170 terms are covered, 
and a spread at the end of the 
book is devoted to data on paper 
and poster sizes, and _ printers’ 
proot corrections. 

For students, novices, and all 
in advertising who are not too 
sure of its terminology, this is a 
treasure. The experts will praise 
it as a near-perfect example of 
expository print 


C.D. 8. 
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ADVERTISER'S WEEKLY 


5 
‘T 
LIMITED 


NAME for 
SCREEN PRINTED 


SALES AIDS 


AND SHOWCARDS 


Long and Short Runs 


Speedy Deliveries 


88 ACRE |LANE, LONDON, S.W.2 
BRIxton 7871-4 . 


SEE 
a 4@4 our 


outstanding exhibit at 


PARK LANE 
SCREEN PRINTING EXHIBITION 


45 Park Lane, W.1 (Adjoining Dorchester Hotel) 


17th—20th NOVEMBER 1953 
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Photography 


show reveals 


a century of progress 


A CENTURY of | photo- 
graphy is marked in an 
unusual exhibition on view at 
Kodak's Regent Street, Lon- 
don, Gallery daily until Octo- 
ber Il. Here, side by side, one 
may see identical subjects 
photographed at intervals of 
1G) years -Wells Cathedral, 
equally impressive in a Roget 
Fenton print of 1857 as in an 
Allan Cash print of to-day: 
Watford High Street, then and 
now, and so on. 


Most of the very well arranged 
exhibits, however, are not “identi 
twins,” but blood brothers 

example -we have a_ vic 
torious English cricket team of 
1859 beautifully bewhiskered and 
be-capped, in polka-dot sports 
shirts and bow ties 
tainly dressed for the part, in 
1859. Alongside our victorious 
fest Team of this year. Cricket 
fans are at the same time well 
and badly catered for; there is a 
contemporary print of the late 
great W. G. Grace; and a medi 


cal 
bor 


. They cer 


r a al 


paar or we 


if 
if 


By JOHN HERON 


ocre news-shot type photograph 
of Len Hutton 

In the field of portraiture we 
are privileged to inspect originals 
by Julia Margaret Cameron, sup 
posed by many to have been the 
greatest camera portrait artist of 
all time. But was she? Compar 
ing Julia Cameron's pictures with 
those of Douglas Glass, whose 
Sunday Times gallery of cele 
brities has been well drawn upon 
for this show, the unbiased ob 
server cannot reach that 
sion 

Fven allowing for technical 
difficulties of the time the best 
that can be said is surely this 
that Mrs. Cameron was an 
standing camera artist of her time 
singularly favoured among her 
sitters with celebrities of real 
pictorial “character.” 

There are interesting choices 
in the pairings. Attlee is shown 
as companion to Gladstone; but 
Churchill to Disraeli, Dickens 
and J. B. Priestley are paired. And 
woman-—has the fashion in 
beauty changed? We see Ellen 
ferry at 16 (already married!) 
alongside the wistful loveliness of 
to-day’s Claire Bloom. It is, I 


! 
coneiu 


out 


vhil 


“Are you interested in giants ?” 
is the title of an illustrated folder 
you can have for the asking. 


AUTOTYPE COMPANY LIMITED BROWNLOW ROAD 


n stand desion by Jack Riches, 


Portrait’ of Claire Bloom by 

Douglas Glass. This ts reproduced 

hy CoUurtTEs, of the “Sunday 
Times 


find, casily 
i} ae 

Ihe gallery of royal portraits 
of 100 years ago makes one pro 
foundl!y thanktul to be living in 
the time of our truly gracious 
Queen 

Other subjects covered in this 
fascinating flash-back are colour 
and cinematography, Kodak has 
done scant justice to the additive 
process Dy showing a very !n 
different Dufaycolour trans 
parency of to-day alongside a 
reproduction of the first colour 
photograph of all—by Clark 


Claire Bloom's vic 


VIN.TLA., construction by Herald Limited 


Eller Terry, aged 16 

Mrs. Julia Margaret 

reproduced by courtesy of 
Royal Photograph Society 


Portrait by 
Cameron 
the 


Maxwell, vintage 1861. The sub- 
tractive processes are better served 
by an Ektachrome of to-day 
but it has reasonably strong com- 
petition from a 1900 transparency 
of a rose, On which every drop 
of dew sull shows! 

One of the most interesting ex- 
hibits 1s a detective camera as 
used by British agents in World 
War Il--hardly larger than a 
match box. On such tiny instru- 
ments many urgently needed pic- 
tures giving vital information 
from enemy countries were taken 
and smuggled back to Britain. 


Dominant 
Background 


This 16 ft. giant enlarvement by 
, lutolype British 
Railways stand at the Radio 
and Television | :x/ibition, 
Olympia,—a_ typical example 
of a picture used for this par- 
ticular purpose. 

slutot ype 


do minate i Hf 


enlargements are 
available in any quantity and in 
all mzes Up to SO fq. Jt. im one 
piece; in black-and-white or 
colour, or as illuminated trans- 
parencies. In the hands of the 
skilled de sioner their sco pe anda 
opportunities are limited only by 
the imagination. 

Most of the really 00d enlarve- 


ments are made by Autoty pe. 


OTYPEK 


WEST EALING LONDON W113 *® EALING 2691-2-3 
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Let the world 


Cézanne 


AIR FRANCE 


- 7 oly 
NTL . yO Wherever you go in the world, LIFE INTERNATIONAL is the one 


magazine you are never surprised to see. Its brilliant pictorial 
journalism has created world-wide reputations for advertisers who 
once were known only within a limited market 


Every fortnight, the English-language edition of LIFE INTERNATIONAL 
goes to more than 120 countries outside the US. and Canada 

The new Spanish-language edition circulates in the Republics of 
Latin America. In every country these editions are read not only by 
families who can afford the best of the world’s products, but by execu 
tives and officials responsible for the purchase of capital equipment 
In the large, beautifully printed pages of LIFE INTERNATIONAL, these 
people see advertisements for the foremost names in the business world 
Your company or products can be counted among them. The Adver 
tisement Director will always be pleased to send you further information 


lnternational DUO 


LIFE IN ENGLISH — average net paid } ee “a 
circulation 250,000 — 300,000) copies in . - ee 7 
English, circulating in 120 countries out- : ie. . 


side North America. | 


LIFE EN ESPANOL — average net paid circu- 
lation 200,000 — 250,000 copies in Spanish 
circulating in Central and South America 
These are the INTERNATIONAL PDITIONS 
of LIFE Macazine with a combined circula 
tion of over 500,000 copies every fortnight 


TIMF & LIFE BUII DING, NEW BOND STREET, LONDON, Wl 


mms 
| | en 
ee | —— / 
* - | ‘ rf 
| ZZ 
- ‘ a 4 bse ¥ F ;? 
KNOW ger tm 
u % | as By ' "4 : 
; ! as _ La a e 
tay : ro ity 
' «ie 
your <o- mii 
Ge hewn. " 
. eas 2 Pee oa z y y : 
| a 
lire tl I) nq 
) ; PY 4 
ie 
4 = 2 - ; j 4 
ae 7 , : : , ? 
ee ee. h 


ADVERTISER’S WEEKLY Octoser 8, 1953 


D YOU CANT MARE MONKEYS 


T OF RETAILERS 


[ retailer is a keen business man who appreciates 
3 the value of consumer demand advertising and 


dealer aids. 
4 So do we. 
Ms But —if you want his full confidence and close 
| co-operation he expects to be told about your 
merchandise and your selling plans at first hand, 
through the trade paper he trusts. 


t 

5 Make friends with the retailer—and keep it that way 
fq GET IN WITH THE TRADE IN 

: (45,000 EVERY WEEK) 

§ HEAD OFFICE: 

oll KINGS BOURNE HOUSE, 22923! HIGH HOLBORN, LONDON, W.C.| 


BRANCH OFFICES: 
Manchester Leicester Leeds Birmingham Glasgow Belfast 
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By L. R. MASON, chairman, Council of the Trade and Technical Press, Periodical 
Proprietors Association Ltd., and managing director of “Machinery”. 


| dealing with the activities 
of the trade and technical 
press I feel that it is of the 
greatest importance to define 
clearly the type of journals 
covered by that title. The tech- 
nical press and the trade press 
are alike in that both are essen- 
tial to industry. They differ in 
the stages of industry to which 
they are related; the technical 
press dealing with production 
and the trade press with distri- 
bution. 

To my mind there is no better 
classification than that given by 
Roland Dangerfield in his paper 
“The Trade and Technical Press”, 
read before the Royal Society of 
Arts in 1948. His categories were: 
Technical journals 
frade and industrial 
Specialised journals 
Export journals 
Professional journals 
Miscellaneous journals 
The range of publications com- 


journals 


prising the trade and technical 
press effectively covers practi- 
cally all industries in Great 


Hritain and each in its particular 
sphere plays a vital part in the 
scientific, technical and commer- 
cial development of the industry 
it serves. Some of these journals 
are associated with the older in- 
dustries and professions and 


others are concerned with the 
newer industries which have 
more recently sprung into pro- 


minence. 

While all journals of the trade 
and technical press report upon 
the latest scientific, industrial 
and commercial developments as 
they affect the industries they 
serve, it frequently happens that 
some new discovery is so import- 
unt thar it needs a new journal 
for its exclusive field. Typical 
examples of this fact may be 
gathered from the recent devel- 
opments in television and 
atomics, each of which is pro- 
vided with one or more specific 


journais specially devoted to 
these subjects. 
The collective aim of the 
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The never ending fight to 
serve British industry 


trade and technical press is to 
present a balanced and up-to- 
date picture of the general 
economic structure of industrial 
tritain. The main objective is to 
disseminate throughout’ the 
manufacturing industries the 
latest accurate information of 
progress and developments in 
Gesign, materials, equipment and 
production methods. Addition- 
ally, to provide for the distribu- 
tor information concerning the 
most efficient forms of selling 
goods to wholesale and retail 
customers. 

The trade and technical press 
also provides a service of infor- 
mation both to industry and the 


public regarding the numerous 
activities which cannot specifi- 
cally be confined as exclusively 


relating to a particular trade or 
industry 
The ability to concentrate on 
matters which affect industry 
as a whole giver a freedom to 
the journals which enables 
them to act in the best interest 
of the industries they serve. 
In regard to the British export 
trade it is opportune here to 
mention those journals which 
are produced entirely for circula- 
tion overseas 


Export journals 


The functions performed by 
this class of journal is of especial 
importance, The majority are 
printed, at least in part, in the 
language of the principal markets 
concerned or contain supplements 
so. printed. While _ practically 
every copy of an export journal 
is sent abroad, there are those 
journa's which have in addition 
to their home distribution large 
overseas circulations, and these 
journals therefore add their very 
considerable weight to the battle 
waged by British manufacturers 
for export trade. 

An important service rendered 
by the trade and technical press 
is that most journals maintain 
their own inquiry and advice 
bureaux 
from such sources free, 
expert, technica] and 


It is possible to obtain 
unbiased. 
statistical 
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advice, and information from 
records built up over the years. 
In all probability such informa- 
tion could not be obtained from 
any other source. If iy no exag- 
geration to say that literally hun- 
dreds of thousands of inquiries 
are received and dealt with each 
year by the journals comcerned. 

The British trade and technical 
press can lay claim to a generous 
share in the development and ex- 
pansion of industry and trade of 
Great Britain during the last cen- 
tury. Industry is indeed fortunate 
in being able to rely upon its 
specialised press for this essential 
service, the collective value in 
this respect alone being so great 
that it cannot accurately be as- 
sessed. 


Aid to doliar trade 


One noteworthy decision of the 
Council of the Trade and Teckhni- 
cal Press during the past year was 
to devise a collective scheme, 
with the assistance of the Dollar 
Exports Council and the Board 
of Trade, involving the adoption 
of North American selling 
methods. A large number of pub- 
lications are co-operating in this 
scheme to increase their circula- 
tions in Canada. The scheme is 
expensive with no prospect of 
immediate return to the pub- 
lishers concerned but, if success 
ful, it should prove of inestim- 


able value to advertisers using 
these journals and greatly help 
the Government's efforts to ex- 
pand British trade in the 
Canadian dollar market 

Apart from their norma! func 


tions, certain trade and technical 
publications are responsible for 
and organise exhibitions in con- 
nection with the particular in- 


dustry or trade they represent 
With the full appreciation of the 
vital and ever-increasing 1 ssity 
to extend trade between overseas 
buyers and the United Kingdom, 
many publications comb ne to- 
gether in joint displays trade 
fairs and exhibitions in the United 
Kingdom and overseas, w!\\!c¢ pre- 
serving at the same time inde- 
pendence and integrity w!ich are 
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the prevailing characteristics of 


the British press as a whole. The 
prestige and influence of these 
journals extends all over the 


world—in the Commonwealth and 
Empire and every foreign 
country. They may, therefore, 


he described as the permanent yet 
ever-changing shop windows of 
British industry. 

Rising foreign competition 


As to the future, in full knowl- 
edge that British manufacturers 


already facing competition 
keen enough and in_ plenty 
must prepare for substantially 


increased activities of foreign 
manufacturers, I believe I speak 
on behalf of my fellow members 
of the trade and technical press 
by saying that our plans can best 
be summarised in one sentence 

Our combined efforts will be 
directed to give every aid in 
our power to help British 
manufacturers in their fight. 
We shall supply ammunition 

in the form of 

1. Editorial matter which 
gives the most up-to-date mews 
and descriptions of new devel- 
opments, materials, processes, 
designs and equipment relevant 
to each industrial field, 

2. Journals which by appear- 
ance and prestige will add dig- 
nity and power to the advertise- 
ments they carry. 

3. Working in closest har- 
mony with advertising agents 
in the interests of their clients 

4. Facilities in paper, prim, 
colour and service to “sell” 
British products to home and 
overseas markets, 

The message I would give to 
British manufacturers is: “It will 
pay you to make more and more 
use of your trade and technical 


press. You have at your disposal 
an efficient and powerful 
machine, geared especially to 


your requirements, an ever-grow- 
ing organisation of specialists 
trained and knowledgeable in the 
techniques of your industries, 
willing and anxious to serve you. 
Use your trade and technical 
press to the full.” 
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STOREY EVANS & CO. LTD. 


FOOD 
MANUFACTURE} 


W.P. BUTTERFIELD LTD. 


BUTTERFIELD 
STAINLESS 


STEEL 
EQUIPMENT 


to reach makers of preserves, 


pickles, milk products, soup, 
sauces, etc. 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.1 


FOOD MANUFACTURE is one of the 
LECNARD HILL TECHNICAL GROUP 


E specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volv open-cast coal and 
fron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Diges 
is another publication of the 


MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUPACTURE 
WworRLD CROPS ATOMICS 
FOOD MANUFACTURE 

POTTERY 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
PROCESS 


AND GLASS 


CHEMICAL ANI 
ENGINEERING 
All published at 
Stratford House 
Eden St., London, N.W.1 


Specimen copies om request 
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TRADE AND TECHNICAL PRESS SURVEY 


Eight leading advertisers tell ‘Advertiser's Weekly’ 


“WHY WE USE THE TRADE PRESS’ 


FRANCIS H. KELLY 
Director, Portland Shoes Ltd. 


‘To advertise my advertising’ 


J + 
oe 
vad 
om 


TPVHE SIMPLE answer is be- 
cause I believe that there 
must be no weak link in the 
chain of marketing between the 
manufacturer and the ultimate 
consumer, and that the trade 
paper is perhaps the best medium 
whereby I can advertise my ad 
vertising 
If my advertising to the public 
is to produce the maximum 
amount of sales success, it 1s 
absolutely essential that I obtain 
the greatest possible co-opera- 
tion from both wholesaler and 
retailer by ensuring that the pro- 
duct I have to sell to the public 
is readily available, suitably dis 
played and properly presented at 
the point of sale. Unless this ts 
accomplished my marketing 
scheme will be incomplete and 
most probably wastetul. 


The most economical method 
whereby this can be achieved is 
to keep all the links in the dis- 
tribution chain fully informed of 
the complete sales programme. 
In this regard I find the trade 
press an invaluable medium for 
letting both wholesaler and re- 
tailer know the full description 
of my product and the advertis- 
ing and sales effort I propose to 
use in order to assist them in 
selling it. 

The cost of space in the 
national press is far too expen- 
sive in these days to contemplate 
using it to force a demand for 
a particular product without first 
making certain that the channels 
of distribution are fully conver- 
sant with that product and are 
at the same time instructed in 
the best methods of presentation, 


and their sympathetic assistance 
assured in presenting that pro- 
duct to the ultimate consumer. 

I know of no better method 
of obtaining and = maintaining 
the sustained interest of the trade 
than by regular use of the trade 
papers. It is however essential 
that each trade advertisement 
should be informative, 

I never advertise in the trade 
papers unless I have something 
to say and when I say it I en- 
deavour to be objective, clear 
and to the point. I give details 
of the product I have to sell; | 
give full particulars of my ad- 
vertising programme and I give 
the names and addresses of the 
wholesale = distributors where 
complete stocks of my product 
are readily available. I find that 
this trade advertising is read, 
appreciated and acted upon. 


LEON F. CROOK 


Sales promotion manager, 


The Oppenheimer Casing Co. (U.K.) Ltd. 


Up-to-the-minute news medium 


bE OW many times have people 

in the meat trade said to 
me, “What is the real value of 
trade press advertising? . . . 
should have thought the Oppen- 
heimer Casing Company was 
well enough known without all 
this advertising we see every week 
in the Journal.” 

A really sound trade press ts 
essential for the good of any in- 
dustry. If it functions properly 
it keeps the trade fully informed 
of up-to-the-minute news and 
ideas, ete., publishes current price 
changes and all government re- 


| gulations affecting the industry. 


It is, in fact, the recognised voice 
of the trade or trades it concerns. 
Obviously, if it is to be pro- 
duced in accordance with its im- 
portance, such an organ cannot 
function without the support of 
advertising, and to ensure that it 
is kept “alive” it is essential for 
all interested organisations to 
support it with regular ads. 


Industry is 

well covered 

The meat trade in this country 
could hardly wish for a more 
comprehensive coverage of the 
industry than it already receives 


from the editorial columns of 
the Meat Trades’ Journal, Meat 
Marketing and the Scottish Meat 
Trader. But advertising in the 
trade press is certainly not merely 
“financial encouragement.” It 1s 
good business. 

It enables firms to keep custo- 
mers and potential customers in- 
formed at fractional cost of other 
media and in our opinion usually 
encourages greater confidence in 
the advertised product than when 
the message is only sent out in 
the form of a circular” or 
“envelope stuffer.” 

It is almost impossible for a 
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Business barometers are never steady. Population 
growth, industrial migration, government pur- 
chases, new industries and many other factors can 
influence sales. And sales executives realize the 
need for keeping abreast of the changing pace of 
markets and competition. 

Greater availability of products inevitably results 
in more selective buying and keener competition. 
To meet such competition the production man 
seeks new materials, equipment and processes. 
The sales executive seeks new markets and better 
recognition and acceptance for his company’s 
products. 

But markets cannot be developed overnight. It 
takes time to build product recognition and create 
buyer acceptance. Yet, without, cultivating its 
markets, no company can make a satisfactory 
profit for its shareholders. 

These facts indicate the need for a_ carefully 
co-ordinated, long-range sales and advertising 
programme. Such plans should include a consist- 
ent, intelligently planned advertising campaign, 
not only to protect present markets against compe- 
tition, but to develop new markets . . . a job which 
business publications can do faster, and at far 
lower cost, than any other method. 


% For further details write to 


THE DIRECTOR OF ADVERTISING 


TELEPHONE : CENTRAL 0911 


THAT'S WHY WE SUGGEST: If you have a 
financial interest or responsibility in 
a company, always check to see that 
the company’s management is using 
adequate Business Publication Adver- 
tising to protect and expand its 
market position. 


For the Plant and Production Engineering 
field, consistent advertising in The Machinist 
will help to stabilize your 


business barometer 


PLANT AND PRODUCTION ENGINEERING 


McGRAW-HILL PUBLISHING CO. LTD. McGRAW-HILL HOUSE, 95 FARRINGDON STREET, LONDON, E.C.4 
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trade press ad. to escape being 
read by the right person because 
very few business men worthy of 
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the name miss thumbing through 
the pages of every issue of their 


respective trades’ journals. 


JOAN L. ROTHSCHILD 


Advertising and publicity manager, 
L. Harris (Harella) Ltd. . 


Tells stockists 


DVERTISING problems 

confronting manufacturers 
must obviously differ completely 
from trade to trade. It is, there- 
fore, quite impossible to genera- 
lise on reasons why the commer- 
cial world as a whole resorts to 
its particular trade journal to 
impart information, boost sales 
or enhance prestige. 

The manufacturing wholesaler 
of women's fashions aims 
through the medium of his trade 
press to reach retailers, It must, 
however, be borne in mind that 
many of these retailers do not 
deal exclusively with fashions. 
An advertising medium must be 
selected which is equally likely 
to be read by the appropriate 
buyers in department — stores, 
small fashion shops, etc. 


the new enlarged 


To sell fashion under a brand 
name for a very wide consumer 
market the bulk of an advertis- 
ing appropriation must, of neces- 
sity, be directed to the consumer 
press. The public must be kept 
informed of trends and develop- 
ments; they must be encouraged 
to ask for a branded garment by 
name. 

The creation of public de- 
mand, however great, is almost 
valueless if that demand cannot 
be supplied. In the case of a 
wholesale clothing manufacturer 
the problem can be reduced to 
the essential fact that unless his 
retail customers place sizeable 
orders on styles he is publicising 
heavily, his consumer advertising 
will only breed discontent. 

In my own case, I have re- 


‘ 


licity : 


. 


“CHEMIST AND DRUGGIST 


measures 16'4 wide x 11” deep. a 


cently had occasion to 
announcements to women all 
over the country, informing 
them of the launching of new 
size ranges. This advertising 
campaign was a conspicuous suc- 
cess and a contributory factor 
was that the retail trade were in- 
formed of the project (by means 
of display advertising in the 
Draper's Record) and of the ex- 


make 
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tensive nature of the proposed 
advertising, publicity and promo- 
tion campaign, well before the 
appearance of the consumer 
press advertisements. 

The interest provoked in the 
trade by these advertisements 
was considerable and immediate, 
and the results obtained were 
ample justification for the choice 
of the medium. 


Cc. J. HOGG 


Advertising manager, 
Goya Ltd. 


To 


T GOYA’S we consider the 
use of the trade press of 
prime importance. Distributing 
our products through registered 
pharmacists, perfume and cos- 
metic counters of departmental 
stores, drug stores and hairdress- 
ing salons, we are fortunate in 
having at our disposal a trade 
press which covers our retail 
outlets efficiently and economic- 
ally. 
Our reasons for using the trade 
press are two-fold. Firstly, and 
obviously, to sell Goya products 


aid salesmen 


to our agents. Secondly, to keep 
our name in the minds of our 
agents in between the visits of 
our representatives. 

In our opinion, the most 
economic way of contributing to 
the efforts of our sales represen- 
tatives in this direction is through 
the medium of the trade press. 

There are advertisers who, no 
doubt, rely more on direct mail 
as a method of selling to their 
retailers. While we do, in fact, 
send out trade circulars, our ex- 


perience shows that in our case 
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A LARGER NET 


MEN’S WEAR 


seat Cees (14,500 WEEKLY) 


KINGS BOURNE HOUSE, 

229/231 HIGH HOLBORN, LONDON, wW.C.I 

Branch Offices: 

MANCHESTER ~:~ LEICESTER - LEEDS - BIRMINGHAM * GLASGOW: BELFAST 
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This Journal is essential 


> Britain's 
4 Leading 


. Toy Trade 


. 


you wish to contact the Toy & Games Industries 


@for Overseas “BRITISH PLAYTHINGS OVERSEAS’ Quarterly Export Review 
@For Reference “GAMES & TOYS YEAR BOOK’ The Trode’s Encyclopedia 


Publishers: H. RICHARD SIMMONS uimitep 


30/31 KNIGHTRIDER STREET, LONDON, E.C.4. Tel. CEN 0681 (4 lines) 


JOURNALS OF INFLUENCE and 
PULLING POWER 


Devoted to reducing fuel costs 
“THE STEAM ENGINEER” is 
the foremost medium jor ad- 
vertising steam power plant 
and auxiliaries. 


“THE INDUSTRIAL HEATING 
ENGINEER" reaches all who 
are responsible for the heating, 
air conditioning and ventila- 
tion of INDUSTRIAL Works, 
Institutions and Public Build- 
ings, etc. 


JOHN D. TROUP LTD. 


90 HIGH HOLBORN, LONDON, W.C.! 
Phone: CHAncery 78567 8 
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it is cheaper to advertise in the 
trade press than use other media. 

Io ensure the fullest success of 
our trade advertising, we pay par- 
ticular care to the preparation of 
our advertisements. Wherever pos- 


sible colour is used, the illustration 
is that of our current consumer 
advertising, and special care is 


taken to repeat that benefits 
accruing from our consumer 
advertising are shared between 


the retailer and Gova 


J. R. VANDERBEEK 


Advertising manager, 
Lines Bros. Ltd. 


To give our news 


MVHE ADVERTISING 
of the toy trade 
play an important part in the 
sales effort of the Lines Bros 
Group. They are not, however, 
used simply as a means of pub 
licising products, but rather as 
a means of backing up our own 

sales organisation 

fo explain this fact it is neces- 
sary briefly to run over the 
group’s home sales “machine.” 

Obviously the main selling job 
is done by our force of over 40 
representatives whose job it is to 
call regularly on all stockists 
Not only do they take orders but 
they are specially briefed (by 
means of daily bulletins) to pass 
on to the customer the latest in- 
formation on everything from 
new items to national advertis- 
ing campaigns. Their efforts are 
reinforced in various other ways. 
For example, frequent direct 
mail shots and leaflets all help 
keep the customers reminded of 
the group’s products while at 
yearly intervals an issue of com 


pages 
journals 


32 


prehensive full colour trade cata 
logues 1s made 

It is here that our extensive 
trade advertising plays its part 


Every ad. is designed to “put 
over” something new. It may 
be an item which was too late 


for the main catalogue, a trade 
fair, an advertising campaign, a 
local show, a publicity break, or 
anything else which is both news 
and of immediate interest to the 
stockists. 

We believe that by making the 
trade paper insertions more than 
“just another ad.”, we encourage 
our stockists--who form a large 
part of the readers of the trade 
journals—to turn immediately to 
the Lines Bros. pages to see the 
latest information In some 
cases the stockists may find that 
our representative has already 
advised him —but even then the 
advertisement forms a _ pertect 
“reminder” and, occasionally, 
stirs him into taking action on 
something which he might other- 
wise have forgotten 


GEOFFREY BATTERSBY 
| Director, 
Battersby & Co., Ltd. 


S manufacturers and distri- 
butors, through our own 
wholesale departments, of men’s 
hats to several thousand retailers 
throughout the country, we are 
firm believers in the value of the 
trade press as an advertising 
medium This is borne out by 
the fact that we have used that 
press consistently for over 50 
years 
Our advertising appropriation 
is divided into three main cate- 
gories: consumer press advertis- 
ing. point of sale display aids 
and trade press advertising 
The first is designed to make 
the public receptive to the value 


Retail goodwill 


in rela 
The second 


of the name Battersby 
tion to men’s hats 
to assist our retailer customers 
to convert interest aroused into 
actual sales The third is in 
tended to promote interest and 
goodwill towards our products 
with the retailer himself—with 
out whose active support all our 
advertising would be in vain 
Although we have a team of 
thoroughly capable and experi 
enced specialist hat salesmen who 
call on our customers regularly, 
we are convinced that regular 
advertising in the trade press 
makes their task easier, because 
we can in that keep our 


way 
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Selling to every Local Council 
s 7 


In selling to the 2,032 local authorities in the United Kingdom, you need to know the names of the individual officers responsible for 
purchasing... their correct titles, qualitications, addresses and telephone numbers. This information is available in full in the 1,730 
pages of the 1954 Municipal Year Book and Public Utilities Directory. 


The Minister of Housing and Local Government, the Secretary of State for Scotland, the Home Secretary, the Minister of Agriculture, 
the Minister of Transport, the Minister of Fuel and Power, the Minister of Health and the Minister of Works have contributed specially 
written Prefaces and Forewords for the Municipal Year Book. This is a sure measure of the status of this quasi-official publication in 
central and local government circles. 


Available 


in early 


October 1953 


Municipa 
i Public Udilities Dire 


I’rice 


( lements tan, London Af 


leleph 


For circularising purposes, complete lists of all Purchasing Officers, Associations, Institutions and Societies, including all names, addresses 
and telephone numbers, are given (as listed below). 


As an additional service to Contractors, the Engineer aad/or Surveyor in each of the 2,032 local authorities in Great Britain ts listed 
alphabetically with names, addresses and telephone numbers. 


ADDRESS LISTS 


Aerodrome Municipal) Managers Development Corporations (New Towns) Ireland: (a) Northern, (6) Republi Rural District Councils: Members and 
Agriculture: County Officers and Land Members and Chief Officers Authorities and Chief Officers Chief Officers 

Agents : Librarians, Chief Salvage Othcers 
Analysts, Public a an raining Organisations Lighting: ‘Street lighting Engincer Salvage: Scrap Metal. District Commit- 
Architects Bducetion Resional Advisory Councils Lords Lieutenant in England and Wales tees 
Associations: Secretaries ° Se. ee ew a Lords Lieutenant in Scotland Sanitary Inspectors, (chief 

cret . 
Baths and Washhouses Officers Electricity Boards: Chief Officers Man, Isle of: Chief Officers of Loca — ‘ -- no Re boar ee - 
Boroughs: Members and Chief Officers El r ] Authorities ounty councils, oya arhamentary 
ectricity Consultative Councils > 
Burial Boards: Clerks’ Offices Secsetasias Markets Officers and Police Burghs and I vistric t Councils 
Engineers Medical Officers of Health Service Conditions: Joint Negotiating 

Catchment Boards: Chief Officers Ta — Medical Officers (Principal M ery of Councils and Committees 
Cemetery Board: Clerks’ Offices entertainment sveaniagers ‘ Health ‘ : Sewerage Board: Clerk's Offices 
Chamberlains —— — National Health Metropolit an Boroughs, Members and Sewage Works Managers 
Channel Islands: Chief Officers vee iciaans ; Chief Officers 4 : Smoke Abatement Regional Committees, 
Chief Financial Officers Fire Brigades: Chief Officers Municipal Corporations, Members and Societies: Secretaries 
; ey rotate ney Odine P , Fire: Honorary Observers ‘ hiet Officers —_— s Officers 

ivi cience ome nce ersonne . » - y. ’ urveyors 
Civil Defence Officers Gas Boards: Chief Officers Museums and Art Galleries: Di Town and County Planning Officers 
Civil Defence: Regional Scientific a Consultative Councils: Secretaries Oxsganisations Local Govern: t in Town Clerks 

Advisor + wherommaneey (Area British Commonwealth and | oreign Cransport: Consultative Committees 
Clerks of County Councils: Urban Dis- vovernment Departments: Chief Officers Countries Secretaries 

trict Councils and Rural District High Sheriffs Parish Councils: County Associations and Transport (Municipal) Managers 

Councils Hospital Boards, Regional (England and Addresses Treasurers 
Coal Boards: Chief Officers Wales) Chief Officers Parishes: Names and Represents on Under Sheriffs 
Commonwealth: Directory of Principal Hospital Boards, Regional (Scotland Rural District Councils Urban District Councils: Members and 

Authorities: Chief Officers Chief Officers Parks: Chief Officers Chief Officers 
Coroners Hospital Boards of Management (Scot Planning Officers Valuation Office, Inland Kevenue 
County Agricultural Officers land): (chief Officers Police: Chief Constables Regional and Area Offices (Rating) 
County Boroughs: Members and Chief Hospital Management Committees (Eng- Police ‘Traiming Centres: Con Jant Valuation Panels (Local) Clerks 

Officers land and Wales): Chief Officers Public Cleansing Officers Water Boards and Compan Clerks’ 
County Councils: Members and Chief Hospitals Northern — Ireland Chief Public Relations Officers Offices 

Officers Officer Remand Homes Water Engineers 
County Land Agents Housing Officers River Boards: Chief Officers Weights and Measurers’ Officers 
Crematoria Housing: Regional Production Boards Rodent Officers (Divisional Welfare Officers 


A MUNICIPAL JOURNAL PUBLICATION 
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‘6 NEW 
ELIZABETHAN’ 
FURNITURE 


is to be featured in 4 


SPECIAL ART 

SUPPLEMENT 

IN DEC. 4th 
ISSUE 


To meet increasing interest and to 
cater for growing demands for infor- 
mation relating to “New Elizabethan” 
Furniture and_ Furnishings, 
FURNISHING WORLD, the only 
journal with complete coverage of 
the retail Furnishing Trades, is pub- 
lishing in its December 4th issue a 
Special Art Supplement which will 
feature leading examples of this new 
trend in Furnishing design. 
Demands for space in this feature 
are already heavy for many pro- 
minent firms are adding “New Eliza- 
bethan” furniture to their ranges and 
are anxious to introduce their new 
styles to the Furnishing Trade. 
Book space now in this issue by 
ringing Chancery 8844 


FOR COMPLETE COVERAGE OF THE RETAIL 
FURNISHING TRADES YOU MUST USE 


Furnishing 
World 


180 FLEET STREET, LONDON E.C.4. Telephone CHAncery 8844 
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name and products prominently 
before the retailers 

Although it is generally agreed 
that a good advertisement 
should have news value, this is 
not always possible in such a 
conservative trade as the men’s 
hat industry Nevertheless we 
feel that by careful attention to 


art work, layout and type-setting 
we can succeed in creating an 
atmosphere of quality compar- 
able to that of our hats. The 
trade press is invaluable in pro- 
viding a medium through which 
this atmosphere can be presented 
to the retailer 


M. O. F. ENGLAND 


Publicity Manager, 
Benham & Sons, Ltd. 


Low cost per prospect 


DVERTISING is the art of 

making a thing known. The 
“thing” advertised is a variable 
quantity; it can be something of 
general interest to the public at 
large or it can interest a few 
only. All this, however, ts 
merely stating platitudes 

Let us suppose we wish to sell 
theodolites. Comparatively few 
persons are interested in this kind 
of scientific equipment -and yet 
it is not uncommon to find tech- 
nical items of similar character 
being advertised in the national 
daily press or national weeklies 
like Punch, as well as in the 
trade press. It is obvious that a 
theodolite should be advertised 
in a trade paper, for only by so 
doing is the cost per useful 
reader low comoared with ad- 
vertising the same copy in the 
national press. Moreover, be- 
cause the latter is so expensive 
per useful reader, space must 
ipso facto be conserved——-and 
that is bound to take the meat out 
of the announcement, 

It is essential to choose a well 
conducted and suitable trade 
paper in which to advertise a 
commodity particularly where 
some explanation or introduction 


is needed. The reader, especially 
if he subscribes to the paper, 
probably makes time to study it 
and is in receptive mood to note 
advertisers’ announcements pro- 
vided they are well written and 
interesting. Such = announce- 
ments create interest and can 
even do the trick of | selling 
direct. 

It is, therefore, difficult to 
envisage how a technical com- 
modity, shall we say, can best be 
sold other than by advertising 
in a good trade paper, especially 
when the market is limited to 
one trade. 

On the other hand, national 
advertising can be useful, in 
class “A” papers, even for the 
theodolite-type of commodity, as 
an aid to prestige, particularly if 
its merits are already generally 
known by people associated with 
the market or trade Regular 
national advertising, however, is 
best suited for advertisers in the 
larger consumer market It is 
not recommended for limited 
markets, other than an occa- 
sional prestige or tie-up adver- 
tisement-—and only then after a 
good foundation has been laid 
by trade press advertising. 


W. P. WEBSTER 


Chairman and managing director, 
Wrights Biscuits Ltd., South Shields. 


Reaches men who matter 


N the delivery from our ovens 
to the consumers of Wrights 
biscuits, the wholesalers and re 
tailers play a vital part. I can- 
not emphasize that point too 


| Strongly and for immediate, sure 


and regular communications to a 
good cross section of the trade. 
the trade papers must be used 
The trade papers’ most ardent 
readers are the most progressive 
retailers live men who are 
genuinely interesied in the pro- 


gress of their business——and 
these are just the men I wish to 
contact. I believe that the man 
behind the counter can influence 
public opinion equally as well 
as the daily newspapers 

We use the trade press because 
we know from experience that 
it reaches the man who matters 

the man who spends his money 
directly with us and the man who 
interprets the policy of this house 
to the consumer. 
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Commonwealth 


simplifies the task of 


advertising to the buyers 


of capital voods in more than 


50 territories and countries 


of the Commonwealth. 


Through one medium 


advertisers can reach these 


influential readers who are 


distributed throughout 


one quarter of the World. 


Commonwealth 


IS PUBLISHED FORTNIGHTLY 


33 TOTHILL STREET, LONDON, S8.W.1 
Telephone : Whitehall 9233 


ADVERTISER'S WEEKLY 

CANADA 
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NEW ZEALAND 

SOUTH AFRICA 

INDIA 

PAKISTAN 

CEYLON 

SOUTHERN RHODESIA 

BASUTOLAND 

BECHUANALAND PROTECTORATE 

SWAZILAND 

MALDIVE ISLANDS 

KENYA 

TANGANYIKA 

UGANDA 

SOMALILAND PROTECTORATE 
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The 
PAPER 
MAKER 


The leading 
monthly technical 
journal for the 
Paper-Making 
industry. 


The 


PAPER BOX 


and 
BAG MAKER 


Premier monthly 
publication for 
the cardboard 
box, container, 
carton, paper 
bag, sack 
manufacturers, 
and paper 
converters. 


The 


PAPER 
MARKET 


Monthly journal 
for the paper 
buyer, merchant, 
stockist and 
printer. 


Phillips 

PAPER TRADE 
DIRECTORY 

of the WORLD 


the Directory for 
makers, users and 
buyers of paper 
and all those who 
wish to reach 

the paper 
industry. 


S.C. PHILLIPS & CO. LTD. 
3 TUDOR STREET, LONDON, E.C.4 


Telephone: CENetral 7076-7 


9 


PAINT, OIL 
& COLOUR 


JOURNAL 
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Continual search for 
ways to aid retailers 


The extensive service offered by a wide range of the TRADE 

PRESS is discussed by SCRUTINEER who also points out 

that under present conditions a national advertiser has to take 
the shopkeeper into his confidence. 


MIVHE = news. published in 
ADVERTISERS WEEKLY 
recently of an _ anticipated 


' boom in advertising for the 


journal in the 


PAINT FIELD 


with 


A. B.C. 
CIRCULATION 


figures 


83/6 FARRINGDON ST., LONDON, E.C.4 
Telephone : City 4788/9, 6640 


23 YEARS 
OF PUBLICATION 


uTo. 
w ¢ 


£000 TRADE Review. 
’ arerce sTeeet NOON 


FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


For efficient coverage 
of farmers through- 
out the Six Counties 
of Ulster 


memoen of roe ABC. figures 


avoir BUREAU 
OF CIRC ULATIONS 


Belfast Office : 

18 Donegall Square, East. Tel. Belfast 24397 
London Office 

69 Fleet Street, E.C.4. Tel. Central 5453 


| 


24,440 


national newspapers and con- 
sumer magazines has warmed 
the hearts of Britain’s trade 
press proprietors, because to- 
day there are few progressive 
manufacturers who fail to see 
how essential it is to include 
the ‘trade papers, also, in any 
campaign for their products. 
Hard experience has proved to 
many suppliers over the course of 
the past few years that consumer 
press advertising, in itself, 1s not 
sufficient to build and maintain 
a satistactory flow of merchan 
dise from the factory to the 
general public. Many are those 
who have to confess that the 
reduction or dropping of the 
trade press allocation after a 
successful launching of a new 
line was a great mistake. They 


| overlooked the vital factor that 


real success Was entirely depen 
dent on the availability of their 
products on the retailers’ shelves 
in the months that followed; that 
public demand, no matter how 
great. needs stimulation at the 


| point-of-sale 


Po-day, more than ever before, 


| it is realised that the big national 


advertiser, particularly, must take 
the shopkeeper into his confi 
dence The man behind the 


} counter expects to know what is 


going on as regards production 
and marketing, where possible in 
advance of the actual arrival of 
the goods The reason ts that, 
unlike his predecessors of oid, 
he too has to plan aheed The 
modern retailer is far from being 
simply a passer-on of consumer 
merchandise. He has a most dis 
cerning and value-conscious pub 
he with which to deal, and his 
mind must be tuned continually 
to promotion and salesmanship 
Moreover, the shopkeeper—the 
trade paper's reader—not only 
has to face up to the competition 
from others in the same line of 
business as himself, but he must 
also contend with the all-embrac 
ing competition brought about by 
the growing tightness of spending 
money and the added directions 
in which it can be spent. such as 
television, refrigerators, ete. 
There is no doubting the fact 
that to make a success of his 
business under present day 
conditions the retailer must be 
really well informed and highly 
efficient. The progressive trade 


A midnight show of ity industry's 

products was arranged by 

“Underwear and Stockings” and 

alot of national — publicity 
resulted. 


paper is going all out to assist 

him to this end. 

Tremendous strides have been 
taken by the trade press over the 
past 12 months or so and even 
more revolutionary imnovations 
are likely in the near future to 
give the retailer the maximum 
help and service. Regular articles 
on salesmanship, advertising, and 
display, as well as features on 
the actual merchandise handled, 
have become the rule rather than 
the exception. The more progres 
sive journals have gone further. 

A particularly good example of 
the more comprehensive type of 
service now being given by the 
trade press is the series” of 
luncheon gatherings organised by 
Men's Wear of people grouped 
from various walks of life. The 
idea is to gather from the guests, 
during informal discussion, their 
ideas about men’s clothes—their 
likes and dislikes and suggestions 
for new styles and improvements. 
It is the type of thing that can be 
done properly only by an inde- 
pendent organisation without 
bias and of course it costs money. 
None the less, the recompense in 
terms of goodwill is surely well 
worth it. The retailer is pleased 
because his view is that the more 
manufacturers are made aware of 
what the consumer really wants. 
the better it will be for him, and 
the manufacturer can have noth 
ing but thanks for the gift of a 
“market-survey,” plus ideas to 
work on An illustrated report 
of the first gathering was pub- 
lished in Men's Wear recently as 
a four-page feature. 

Then there was the midnight 
show of its industry's products 
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staged by Underwear and Stock- 
ings betore a sophisticated night 
club audience at London's Astor 


Club. Not only did this novel 
idea command a very liberal 
nauonal press coverage, but it 


was filmed by Pathe Pictorial and 
screened at cinemas in all parts 
of the country. A fine boost tor 
the industry. 

Earlier in the year, Fruit 
Trades Journal organised a party 
representing all sections of the 
British horticultural industry for 
a nine-day tour of French 
Morocco, which is rapidly becom- 
ing One of the world’s chief hor- 
ticultural production and export- 
ing centres. The party inspected 
shipping facilities and discussed 
problems with the growers, mer- 
chants and exporters, and every- 
one agreed that it had paved the 
way for improved commercial 
relations between the two coun- 
tries, 

Those are just three examples 
chosen at random which show 
that the trade press does not 
believe in sitting back. It is 
continually searching for new 
ways of enlarging its activities 
on behalf of its readers. 
Reporting recent remarks made 

by C. E. Wallis, chairman and 
managing director of Associated 
lliffe Press Lid., on the functions 
of the trade paper, Shoe and 
Leather Record commented: “It 


A tour of Morocco was arranged 
by “Fruit Trades Journal” for all 


sections of the — horticultural 
industry. The journal is now 
arranging a Spanish tour. 


will be seen that the advertising 
pages should be as_ keenly 
studied as the news and editorial 
pages; trade advertising is, in 
fact, trade news. 

In that journal is to be found 
one of the many enlightened ad- 
vertisers who clearly recognise 
the functions of trade paper ad- 
vertising and make the very best 
use of them. He is Hugh Short- 
land, managing director of 
Wearra = shoes His “News 
Review.” a regular monthly 
“house organ” inserted in the 
Record is packed with informa- 
tion, inspiration and help for the 
shoe retailer 

This provides the essential link 
between supplier and distributor, 
and enables the firm to “merchan- 
dise” its national advertising; to 
keep retailers abreast of its acti- 
vities, in line with its sales plan 
and ecquipped to co-operate at 


the right time in the right way 
The “Personalities” section of the 
ad. is a medium whereby Wearra 
retailers learn about each other's 
businesses and methods—an ea- 
change otf ideas, in effect. 

This type of trade advertising 
is helping considerably to meet 
the changed conditions now pre- 
vailing Suppliers of all types 
of merchandise are becoming 1n- 
creasing!) aware that big forward 
orders are things of the past, 
Sudden changes in designs, 
styles and materials, which once 
were the “curse” only of the 
fashion industry, now have to 
be reckoned with in dozens of 
others, and the man who sells to 


the public 1s, therefore, buying 
his supphes with the utmost 
caution, for fear of being left 


with big out-of-fashion stocks on 
his hands. 


Guide for traders 


Prices, too, are far from stable. 
A new and revolutionary product 
can hit the market with a bang 
one day, selling at £x, to be fol- 
lowed within weeks by an almost 
identical article, shillings or even 
pounds cheaper. The retailer has 
to guard against this aspect most 
eareltully. 


Under such conditions the 
trade paper is indispensable. 
Editorial! and advertisements 


combine to present a complete 
and up-to-the-minute picture for 
the trader's guidance, 

An excellent example of the 
usefulness of the trade press to 
the big national advertiser in a 


highly competitive market has 
been provided over the past year 
or so by the economy (better 


known, perhaps, as the all-night 
burning) fire. Dozens of makers 
have tollowed each other on to 
the market with models, mostly 
bearing certificates of approval 
by the Ministry of Fuel and 
Power, and practically al] at dit- 
ferent prices. Initial models have 
been superseded by others incor- 
porating slight variations in their 
construction or in| manipulation, 
For each there have been the 
usttal descriptive leaflets for cus- 
tomers, the usual generous terms 
and travellers’ calls, but it has 
been the reminder advertisements 
in the appropriate trade journals 
that have brought in the orders 
from the shopkeepers. 

The reason is that in an “open” 
market such as this, with so 
many firms plugging the same 
basic commodity in national ad- 
vertising. the various brand 
names tend to be overlooked. 
The consumer goes to the shop 
interested in an all-night burning 


fire, but very often he does not 
specify the make. When the re 
tailer recommends a particular 


mode! name, however, it 
comes back to the shopper's 
mind he has seen tt advertised 

and this. of course, consider 


ably assists the sale: and that re 
tailer recommendation can only 
De ensured by constant reminder 
advertising in the trade press 


ADVERTISER'S WEEKLY 


MACHINERY ts published for engineering executives 
from the drawing office to the producton tine. They 
are Known by many utles and their responsibilities 
vary from firm to firm, but these are the men who 
together make decisions concerning every aspect in 
the manufacture of a metal product including 
the important one of specifying and buying materials 
machine tools, manufacturing equipment, small tools, 
unit parts and accessories 


GUARANTEED CIRCULATION 
11,400 copies per week 93°), paid for 


tnalyses of = Machinerv’s Circulation Coverage 

(according to Positions held by Readers, Trades, Over 

seas Markets, etc.), ( ops of Chartered Accountants 

Certificate of Circulation, Advertising Rates & Data 
gladly supplied on request 


Y 
| MACHINER 


CLIFTON HOUSE, EUSTON RD LONDON, NW I 
WATIONAL HOUSE, WEST ST, BRIGHTON, | ) 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 


executives in all branches of the 
Metal and its allied industries. 


my 


TWICE weexty 
TUESDAYS & FRIDAYS 


METAL 
BULLETIN 


. > er 


Published by 
METAL INFORMATION BUREAU LTD. 
Birkett House, 27 Albemarle St., London, W./ 


Technical articles of real interest to engineers 


and executives appear regularly in the new 
monthly Mechanical World. lf your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card 


Mechanical World 


AND ENCINEERING RECORD 


Published 
Emmott & Co Ltd, 
Manchester Office 


monthly in London and Manchester 
emple Chambers, Temple Avenue, E.C 4 
i) King Street West, Manchester 3 
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SYREN... SHIPPING 


is THE Shipping Paper 
if you want to reach 
the leaders in shipowning 
and shipbuilding 
Read since 1896 by Owners, Naval Architects, 


Marine Superintendents, Shipbuilders and design 
staffs. 


Send for a specimen copy and rate card to: 


Syren & Shipping Ltd., 26/28 Billiter Street, London, E.C.3. 
Telephone No. Royal $322 
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Unequalled in Kent 


9 Newspapers 
| Order 


3 Stereos 
| Account 
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Associated Kent Newspapers 


tro 
30 High Secrest, Chatham (Chatham 2213) 
Advertisement Representotives 


E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


LAMPS : LIGHTING EQUIPMENT - FITTINGS 


Light & Lighting 


The only lighting journal 


32 Victoria Street, London, S.W.| Abbey 7553 
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DUDLEY KNOTT. 


REBCREX Y on circulation of 
technical journals has been 
well maintained throughout 
the year. The A.B.C., which 
publishes a fistful of figures, 
hardly provides a guide one 
way or the other, and the other 
fistful of journals which publish 
their own audited figures show 
little change. So perhaps one 
can Safely assume that circu- 
lations have not moved very 
much, 

Advertising rates have pro- 
duced no great shocks, though 
speculation is rife as to whether 
the next move is going to be an 
upward one, if only because for 
years and years everything has 
gone up, or whether some bold 
spirit will decide to go down 

The quantity of advertising 
carried has, on the other hand, 
definitely gone up, and some 
journals are now beginning to 
look like trade directories fitted 
with editorial commentaries. New 
journals published have kept 
pace, as one would expect, with 
the new and mainly lethal 
advances in science technology, 
and old journals have either 
changed hands profitably, quietly 
disappeared or kept going as 
usual 

In fact there is almost nothing 
to report. 

Nothing, that is to say, on the 
matter-of-fact plane of statistical 
inference. Come to that, there 
are almost no_ statistics from 
which anything may be interred 


Continual growth 


But taking a look over one’s 
shoulder at the more abstract 
features of technical publishing 
during the last 12 months, one 1s, 
perhaps, impressed more by the 
fact of its continual growth than 
by the vitality from which such 
growth should spring. Meeting, 
as one supposes it does, the needs 
of technical men, one cannot 
escape the feeling that in the last 
SQ years these men must have 
changed quite as much as the 
techniques with which they are 
concerned 

For imstance, a technical en- 
gineering journal published at 

the turn of the century im- 

presses one enormously by the 

simplicity and directness of the 
style of writing and presenta- 
non almost naive, but 
vigorous and forceful, with no 


concessions anywhere to adver- 
tiser, government or industry. 
This stvle has gone. Perhaps 
in those days technical journalists 
| were technicians first and jour- 


New valuation needed ot 
modern editorial role 


A decline in the vigour and forcefulness of editorial material 
in the contemporary TECHNICAL PRESS is noted by 
Compared with the position 50 years 
ago the personal touch seems largely to be absent. 


nalists only by happy accident; 
their writing seems to have been 
coloured by a burning faith, an 
enthusiasm amounting almost to 
excitement, which is noticeably 
absent to-day. Men used to work 
their materials or machines with 
a kind of benevolence and a cer- 
tain artistry, Now the screaming 
whine of the jet seems to spring 
from «a tortured mechanism 
which has been made to perform 


| Hithit 
WY Hi} 


While the quantity of adver- 
tising in the TECHNICAL 
PRESS has greatly increased 
in some cases to the point 
where they more resemble 
trade directories —the high 
enthusiasm which character- 
ised the editorial approach 
five decades ago has faded. 

To correct matters it is 
suggested that what is wanted 
is: 

@ Editorial skill to interpret 

technical advances. 

@ Advertising skill to com- 
plete the “know how” 
picture by presenting the 
“with what.”’ 


AULLOLGNSUUHARUTNVOAU AHA, 


incredible functions under con 
ditions of frightful strain and 


stress. 
The very complexity — of 
modern technical achievements 


has removed the personal touch 
and pushed the individual to one 
side. Though his personal skill 
may be greater, his feeling of 
personal pride is the less. So has 
technical science grown up, and 
with maturity has become sophis- 
ticated. The technical press has 
followed suit, and much indivi- 
dualism has been lost from its 
Pages. 

The process has been so 
gradual that the last 12 months 
betray no particular sign of it, 
and only from a review going 
back many years can it be seen 
how constant the process has 
been. No one should deplore 
change just for the sake of “auld 
lang syne,” but a new apprecia- 
tion of the editorial function 
seems called for if technical jour- 
nals are to become no more than 
technical snippets hidden within 
pages of advertising and local 
gossip 

Technical journals are 
straightforward commercial 
profit-making undertakings, 
and their purpose should not 
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Trade and technical press survey 


be cloaked in misty moralis- 
ings: nevertheless the technical 
press does have a_ particular 


responsibility, and holds a 
special place in the scheme of 
things. 

More closely than any other 


section of the press, it Is associ- 


ated with the national effort te 
increase productivity, whether 
agricultural, textile or engineer- 


ing. “Increased productivity” 1s 
a weary phrase, but it still is the 
case that the economic life of the 
country does depend upon its 
productivity, and, to fulfil its 
function properly, the technical 
press can contribute to produc- 
tivity since it is one effective 
means of communication between 
technicians, both in the editorial 
and in the advertising pages 

How properly it can do so 
depends upon the willingness to 
communicate and the willingness 
to be communicated with. 
Furthermore. there must be, on 
the one hand, editorial skill to 
interpret such advances in tech- 
nique which are, in fact, free to 


be communicated and, on the 


The confusion between trade 
and technical _ publications 
which has existed for some 
time shows no sign of being 
straightened out. The present 
position is unhappy because : 
® The difficulties of tech- 
nical advertising which 
are in any case consider- 
able are merely exacer- 
bated by the confusion. 
® Available statistics are 
mostly quoted for the 
trade and technical press 
together and are therefore 


unhelpful in media 
selection. 
other hand, advertising skill to 
complete the “know-how” picture 


by presenting the “with-what.” 

Again. technical journals have 
the responsibility of announce: 
and interpreting Government 
policy and of reviewing the find 
ings of ind 
such official bodies of concern to 
the industry Moreover, 
since thes it were, to be 
both the mouthpiece and the ears 
of industry as well govern- 
ment, a much critical and 
positive attitude than is displayed 
at present 1s imperative 

Both the question of commun 


ne 


' 
special COMMIssions 


served 
hav eC, as 


is of 


more 


cating information of new tech 
niques ind of interpreting 
national policy are complicated 
by the widely different audience 
which each technica] journal 
addresses. In engineering, for in- 
stance. the Ministry of Labour 
returns show that of about 22.000 
firms. more than a third have 
under two dozen employees and 
less than 700 employ over a 


thousand. The engineerime journal 


which tries to reach both ends of 


the scale has an enormous edi- 


torial problem which if unsuccess- 


fully resolved is bound, apart 
from an\thing else, to be reflected | 
im circulation, On the whole the 


tendency seems to be to aim at 
the larger rather than the smaller 
firm, no doubt for many excellent 
reasons, but this is a tendency 
which should not be pursued too 
far if the proper function and 
responsibilities of the technical 
press are to be fulfilled. 

During the last year, the cur- 
rent contusion between trade and 
technical publications seems no 
nearer to being resolved. The 
few statistics that are available 
are mostly quoted for trade and 
technical press together, and are 
correspondingly useless. 

There still does not seem to 
he a directory of purely tech- 
nical journals, nor a_ section 
directed to them in any of the 
recognised reference — books. 
This confusion may not be of 
ereat significance, except per- 
haps to the tidy mind, but from 
the point of view of media 
selection one would have 
thought that the techrécal press 
might have been more anxious 
to heep themselves separate, 
especially in view of the diffi- 
culties of technical advertising 
which already exist. 

This confusion which, let it be 
said, is present in the minds of 
many advertising agents even ap- 
pears to exist within at least one 
publishing house itself. One tech- 
nical journal has either recognised 
the confusion and decided to let 
it go hang or to pretend that 
there is no confusion anyway, for 
on one page it devotes space to 
retail aspects of marketing a com- 
modity, while the technique of 
producing is discussed on the 
next Ihe advertisement section 
of this particular journal is a riot 
of disorder. 

Since a review of the past is 
useful only in) considering the 
future more clearly, one must 
note the tendency for technical 
journals to grow fatter and fatter. 
Advertisements account for much 
of the growth and while this is 
good for revenue, saturation point 


iS Cas reached in the techni- 
cal field and counter-measures 
by companies to control the 
stream of iaformation — reach- 


ing their staff by filtering copies 
of journals through the library 
for classification, or by subscrib 
ing to digests, may bear heavily 
upon circulation figures, 

It is a fact that in America, 
where bulk is emphasised to an 
amazing degree, journals are 
being produced which an already 
busy man cannot find time to 
read before the next issue comes 
upon him Some balance must 
be struck, and it may involve im- 
agination and courage to do so. 

Without wishing to end upon 
a note of morbidity, the answer 
to the straight question “Is the 
technical press healthy?” must 
be “Yes—though a trifle 
bronchial perhaps, and with 
winter coming on we may hear 
a little wheezing.” 
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TIBBENHAM 
PUBLICITY LTD 
Registered Practitioners in Advertising 
244 HIGH HOLBORN 

LONDON, WC.1 

Phone: HOLborn 8074 (3 lines) 


...or stands 
on its own 


THE BROOK PROJEC- 
TOR will fit neatly into 
your exhibition or show- 


room plans, occupying only 
3 ft. x 21.9 ins. floor space. 
It shows up to 46 minutes 
of sound film in daylight 
with automatic repeating, 
or push-button control. 
A brilliant, steady picture 
is Obtained, with = high 
quality sound reproduction. 
The equipment is available 
on hire or for sale. 

Please write or ‘phone for 
further information. 


Th him h ” lime Off om 
Hand 4 demonstration of the Hoover 
Washing Machine 


SOUND-SERVICES LIMITED 


269 KINGSTON ROAD 
An associa! 


LONDON swig TELEPHONE LIBERTY 429! 
{ the Film Producers Guild. 
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Industry sales 
aided by films 


| OW some of the specialised 

techniques of the film ar 
helping to solve practical and 
human problems of modern in 
dustry and commerce are ex 
plained in Visual tid =For 
Industry published by British Op 
tical & Precision Engineers Ltd 

Hots) chaimed that) there ts 


“YISUAL ALD 


FOR INDUSERY 


The arresting front cover of the 
hooklet which describes the way 
in which a film may help solve 
technical and human problems. 


hardly a manufacturing, teaching 
or selling job in industry that 
film cannot improve. The scope 
and limitations of film are set out 
m general terms in the booklet 
in the hope that the reader will 
be able to assess its value in his 
own particular case 


Radio journal 
aids retailers 


NEW kind of service to re 

A tatler$ designed to encour 
age them to use advertising 
has been launched in a series of 
supplements starting with — the 
October issue Of Llectrical and 
Radio Trading 

Keyed to the theme “How to 
yet more people into your shop” 
these supplements (three aie 
planned so far) are not teatbooks 
Ihe bulk of cach supplement ts 
heing devoted to actual advertise 
ments the dealer could use 

The first supplement, compiled 
by the Direct Mail Centre, con 
sists of SO mailing letters. They 
cover most of the products 
stocked by readers of the yournal 
as well as seasonal — selling 
themes and announcements 

The second supplement will 
vive layout, illustrations and 
copy for press advertisements 
covering all kinds of eventual: 
tics, products and newspaper 
space sizes. Outdoor and cinema 
advertising will be touched upon 


\ 1). VT. George, director and 
Copy chief of Robert) Freeman 
Co. Ltd. will be the author 


With the December issue the 
trio will be completed by a large 
number of display suggestions 
designed by Beverley Pick & 
Associates Sketches will b 
accompanied by constructional 
details and sugeestions 

“We are making avatlable the 
advice of top level experts whose 
services our readers individually 
could not hope to wet” sa 


Electrical and Radio Trading 


Reaches an in- 
fluential section 
of professional 
people who sub 
scribe to the only 
legal weekly 
for practising 


solicitors 


102 


Britain’s Leading 


ade Paper 


Leather Tr 


SPENCER HOUSE, SOUTH PLACE, E.C.2 
TEL: MONARCH 0666 GRAMS: ALSHUNUZE 


Rate card and specimen copy on application 


THE SHOE & LEATHER 


RECORD 


Founded 1886 


Read by the men who 
matter in the trade 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 
Tel. TEM 5524/6 


Paper Trade 
| Seni 


The Monthly 
Register 


vy TRADE AND 
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__ Photography 
Or SE 


Good Photography 


Monthly—for all 
amateur photographers 


tt Bole Court, Fleet Street, E.C.4 


| 


\ Read at head 
| office and on 
| the mine by the 
Industry 
66 Countries 


The Wining a q2 i 
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Fruit Trade 


lf you sell anything from 
a light bulb to a heavy 
vehicle, the fruit trade 
offers unlimited possibilities. 


THE 
FRUIT TRADES’ JOURNAL 
affords complete coverage of 
this vital industry. 
6/7 GOUGH SQUARE, E.C.4 CITY 1003/4 


Lubrication 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
or THE WORLD 


$. C. PHILLIPS & CO., LTD 
3 TUDOR STREET, LONDON, E.C.4 


ant WORLD ss 


PAPER @) TRADE 


REVIEW 


THE PAPERMAKERS’ WEEKLY JOURNAL 
A.B.c. MEMBER 


329, HIGH HOLBORN, LONDON. WCI 
| mn 0 erm 


Y Independent 


The ONL 1 10 
Devoter 
Journ’) BR ICATIO? 
Works Ensi 
ks 4 
Read by ebine — De- 


——™ ou Corl 
a WORLD 
OVER 

Man 


d 
Details ~ o 2 ICATIONS 


” t 
Walker Stree 
| wellington, Shropshire 


U 


‘Municipal Worksand and 
_ Local Government - 


mney , 


MUll| lh 


The 


MUNICIPAL 
JOURNAL 


founded 1893 


The only weekly technical 
}K urnal read in every lox al 
government depar tment, 


3 Clements Inn, W.C.2 
HOLborn 2827 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 


The influential journal tor all 
advertisers who sell to 

Local Authorities 

Public works contractors 

The Building Industry 
Architects and Surveyors 
Advt. Myr. Aldridge Caldwell 
8, Southampton Row, WC1 
Telephone : Holborn 0452 


MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches every engineer, 
surveyor and cleansing 
officer in local 
government. 


4 Clements Inn, W.C.2 
HOLborn 5502 


Printing Trade 


THE BRITISH & COLONIAL 


mter 


tt 
THE ONLY TRADE WEEKLY 


Paperé Print 
QUARTERLY 
329, HIGH HOLBORN, W.C.! 
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Pablications 


Gas 


Public Purchasing 


Gas Journal 


Newspaper and expert technical weekly 


Gas Service 


The specialist for Gas Sales and 
Service Staffs 


11 Bolt Court, Fleet Street, E.C.4 


Campaign in a 
** Selling ’’ Journal 


“GAS TIMES” —-Sclis 
appliances and 
equipment. 

“INDUSTRIAL GAS” 
fired furnaces, dryers 
heating equipment 

Both are mater the Editorial Dieec- 

tion of Dr Coxon Se., 
FRIC., UM, M.Inst.P. 


gas = plant, 
engineering 


Sells gas 
and gas 


Enquiries 
ARROW PRESS LIMITED 
157 Hagden Lane, Watford, Herts 
Telephone: Gadebrook 2308/9 
Telegrams: Techpres, Watford 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
* Nationalised Industries 

40 Sackville Street, London, W.1 


Telephone : Grosvenor 7281 


tty 


Painting and 


Timber Trade 


——The 


WOODWORKING 
INDUSTRY 


The technical Journal of the 
timber using industries. 


180 Fleet St., London, E.C.4 
Tel.: CHA. 8844 


HM il 


| Desersting Trade— 


oD DD. AL i 


The Journal of Decorative 
Art & British Decorator 


The Leading journal for all associated 
with the Painting and Decorating Trade 


nity 


Meat Trade 
SL Ae 


Packaging 
Sater 
CANNING AND PACKING 


Specialist monthly magazine for 
canners and users of all types 
of metal containers and other 
packaging materials. 
CANNING PUBLICATIONS 


14-15 COLEMAN ST.,LONDON,E.C.2 
Tel MONarch 1995 


Furnishing Trade 


Meat Trades’ Fournal 
Weekly net sales exceed 
31,000 
For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


Health, Hygiene and 
Sanitation ; 


Ea 


World's Leading Journal for 
Health, Hyginne and Sanitation 


THE JOURNAL OF THE 
Royal Sanitary Institute 


90 Buckingham Palace Road, S.W.i 
Tel.: SLOane 5134-5 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, E.C.4 
Tel.: CHA. 8844, 


MUNICIPAL 
ENGINEERING 


founded 1874 


The cialist: weekly journal 
reaching every officer in the 
public health service. 

4 ( lements Inn, W.C,2 


HOLborn ¢ 502 


Trahsport 


realse RT /, 


Founded 


executives in 
all over the 


the industry 


world read 


TRANSPORT WORLD 


POLLARDS 118! 


PASSENGER 
TRANSPORT 


* 


Your announcement in “ P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets. 


* 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


Food Manufacturing 
etmeninct 


23 YEARS 
OF PUBLICATION 


7 #000 raaot —, To 


recer 
’ 


- _Pharmzeceutical | 


NI 


For those . equiring specialised 
pharmaceutical information 
at home and overseas 
194-200 Bishopsgate, London, £ ( 2 
AVEnue 14445 


Architecture 


BRITISH HOUSING AND PLANNING| 
REVIEW 


41 Devonshire Street, Londo: 


Largest circulation among |oca! 
authorities and official bodies 
inU 
Bi-monthly 1/6 
w.l 


ADVERTISER'S WEEKLY 


New GEC mobile 
showroom 


VO bring tts latest ranges of 
instruments and switch- 
gear belore as wide a field of 
electrical contractors — and 
engineers as possible, — the 
General Electric Company 
Lid. have recently equipped a 
mobile showroom. Travelling 
with it are representatives 
from the company’s switch- 
gear and instrument depart 
ments and sales department. 
The showroom, 
ing factories and contractors’ 
premises on a countrywide basis, 
provides the opportunity for 
potential users of the equipment 
to study the design for them 
selves, have technical features 
competently explained by an ex 
pert, and discuss practical apph 
cation to their individual 
problems. The showroom has al 
ready created considerable inter 
est and been very well received 
in the London area 


which is visit 


The vehicle is spacious enough 
tc house a section of a switch 
board built up from such stan 
dard switchboard components as 
a busbar chamber. meter cham 


ber, adaptor boxes, medium 
weight switch fuses and fuse 
switches and pedestals. Other 


switchgear exhibits inelude 
sumples from the medium weight 


range of switch fuses with ap 
propriate cable boxes, a sample 
of a 3 amp distribution fuse 
board im a pressed stlec] case, 
mimature circum breakers and 
earth leakage circuit breakers 
One wall of the showroom 
is devoted to a display of the 
GEC. standard range of switch 
hoard and portable instruments 
ind to a demonstration unit 
which illustrates the usefulness of 
link testing ammeters and watt 
micters 


/ section of the 


spacious iitertwor 
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Modern Studios 
prefer 
OVERALLS from 
GARDINER’S 


SO DO PRODUCTION AND 
ADVERTISING DEPARTMENTS, 
BLOCK MAKERS, TYPESETTERS, 
etc. They know that smart overalls 
from Gardiner’s impress their clients 
and encourage staff efficiency. Long 
Coats, Jackets, Boiler Suits, Aprons, 
etc., for men and women can 
bought from our huge selection at 
advantageous prices Should you 
require badges or emblems em- 
broidered on pockets or contrasting 
collars and cuffs, these can be added 
at slight extra cost, 


phinns 


THE OVERALL SPECIALISTS 


11 «unable to call, 

WRITE, stating your 

requirements or send 
for our price list. 


Gardiner’s Corner, 1, 3 & 5, Commercial Road, London, E.1 


Telephone: BlShopsgate 6751/3. 


an __. 


again ne 


, \ 238 


con “ual i 


oi " 
i 


.S== 


LUSTRATED 


WESTER CHRONICLE 


LONDON CPR CRANE 44 FLEET §S 


Silk Screen Printing 


DISPLAY - SHOWCARDS 


POSTERS 


MERCURY DISPLAYS LTD 


Head Office 


171 NEW BOND STREET W.! 


Works 


EASTWOOD STREET, S W 16 


Tele: GROSVENOR 86711 


Tele: STREATHAM 4595 
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Huge paper reel 


adds prestige to Britain 


HE British paper making 

industry recently scored a 
significant success in the export 
field when the Reed Paper 
Group were found to be the 
only organisation in Europe 
able to produce paper at an 
exceptional width required by 
the Italian firm of Technamacio 
Italiano Brown’ Boveri of 
Milan. 

A continuous reel of Kraft 
paper was needed in a width of 
£000 mm. (197 inches) to insu- 
late a special transformer of 1,300 
kV for laboratory use 

The Reed mill at Aylesford 
was found to be the only one in 
Europe able to produce the 
paper to this unusual specifica- 
tion and they received the order 
direct. The reel was recently 
loaded at the Pool of London en 
route for Milan via Amsterdam. 

With their huge machines at 
Aylesford, Reeds are now the 
largest manufacturers of wrap- 
ping papers in Europe. 


Denmark 


pane aee tas 

A big outdoor audience in 
Town Hall Square, Copenhagen, 
saw the biggest fashion parade 
ever staged in the country when 
the International Wool Secre- 
tariat recently opened a “Wool 
Weck” display 

Now touring the country, this 
display includes the cre: ations of 
the le: ane Danish designers 

al 

Two aes factories are discuss- 
ing plans for the establishment 
of a tow-cellulose factory. The 
factories at present export quan- 
tities of tow to Finland where 
it is converted to cellulose for 
use in paper making. 

. * * 

It Denmark ts to be competitive 
in foreign trade there must be 
an tnecerease in investment, 
recently stated the governor of 
the Danish National Bank. A pre- 
liminary to greater investment 


Big crowds saw the wool fashion 
shows staged in Copenhagen. 


Was greater savings and in past 
years these had been insufficient. 
Principal investments were in in- 
dustry and housebuilding and he 
urged that high living standards 
depended upon investment in in- 


dustry, 
U.S.A. 


”“_--_--__- 

Two of the biggest promotions 
at the dealer and distributor level 
in the 45 year history of the Hot- 
point Company are now in pro- 
gress and will end on October 
16. Aim of the campaign is to 
increase product identification, 
build retail store traffic, move 
$30 million worth of appliances. 
and find “Mr. Hotpoint of 
America.” 

According to John F. 
McDaniel, vice-president of 
marketing, “Mr. Hotpoint” will 
be the distributor salesman who 
gets out and sells appliances 
using every sales technique and 
idea at his command As a 
reward the title winner will 
receive a Cadillac Coupe de 
Ville. a $250 wardrobe and an 
all-expenses paid trip for his wite 


The Reed mill al 
Aylesford was 
alone in Europe in 
heine abl 1o 
supply this 197- 
inch wide paper 
reel to an Italian 
firm. Reeds are 
now the — largest 
makers of wrap- 
ping papers in 
Europe. 


Pe — | 
E SCC 104 a 
1; 

. © |le eae 

- eo") , ; 

| a ( ~ 

; > | 

c g® | ' Mi 
ss | ‘ 

| a 

| arcade ()) a 

; : he ~ hie 

me ‘ 0 “¢ st) 
a 2 Bho 
3 SS 
3 ee 
2 — _ 

‘ sotiesinenimntenacenssietetieninsiiainias a 

s (hi HI 

| Mi 

4 WW i 

; | 

ie WH v iI} 

$ ih IL 

Il 

wy 

: & 

x iil i So 

- .* | om 

: ne * ee. ite. \ 

3 | tip dea 

; a hs = di “ig 

e ee ee Aenge | he 

3 ee sn 

me ec RRR aN Ne NaN % ‘ei. ; wai) 

a a : a a oe a ll eS 


OcroBER &, 1953 


In the search for 
“Mr. Hotpoint of 
America’ strone 
efforts will be made 
to sell the 


com 
pany s combina 
non refrigerator- 
preezers The 


model shown here 
has four door 
shelves including 
one specially con 
structed to hold 
eERRS 
This unusually 

angled photograph 
is to be used in 
consumer Magazine 
adverti sing, 


and himself to Hawaii. The next 
10 runner-up winners will receive 
a choice of one of 10 new cars 


Top = consumer magazines, 
radio and television, will be used 
to push the nation-wide retail 
selling activity. Three merchan- 
dising techniques will be used. 

1. A free give-away of a 
four-way measuring spoon as 
an incentive for consumers to 
enter the store 

2. A refrigerator set that can 

be used for baking, storing or 
serving will be offered at $3-99 
real value $9-95 

3. A four-page full colour 
newspaper broadside featuring 
the dealer's imprint and show 
ing the full Hotpoint line of 
appliances he will be offering 
during the campaign 


PHOTOPRINT 


COMPANY 


SMALL or LARGE 
quantities of 
COPY NEGATIVE 
PHOTOGRAPHIC PRINTS 


All sizes up to 15” x 2” 


PHOTOGRAPHIC SHOWCARDS 


and 


REPRESENTATIVES ALBUMS 


13 CHEPSTOW ROAD 
CROYDON - SURREY 
Tel. CROYDON 4616 


HENDON 
BILLPOSTING 
COMPANY 


—_saee sev om One)? 


37 SPRING STREET W.2. 


| tionery Works, Pretoria 


A dealer will be able to use the 
refrigerator set in several ways 
He could. for instance, employ ut 
as a direct mail piece by sending 
out a single item to a. selected 
list thereby attracting attention 
to the complete set 


Switzerland 


Car imports into Switzerland 
for the first six months of 1953 
increased considerably. Figures 
rose by 24:7 per cent —from 
19.750 to 24,616 units. 

This is attributed to a growing 
demand for small cars (ess than 
800 kg.). Imports of this type 
have gone from 6,448 to 11,800 
units in cash 22:91 to 44°77 
millions of Swiss francs 

The increased imports are 
mainly from Germany, France 
and Italy, actual figures for each 
country being as follows: 


Units 
Germany 8.350 —-11,675 
France 2.667 3,166 
italy 7,744—— 2,857 
Sw. Frs. (Millions) 
Germany 42:43 56-01 
France 13°35 -17°16 
Italy 10-13-—15-58 


Imports from Great Britain and 
the United States declined: in 
terms of vehicles, figures are 
respectively, 3,516 to 3,314 and 
3.095 to 2,.435.—Publicitas, §.A 
Lausanne 


South Africa 


A call for tenders has been 
made by the Printing and Sta- 
Accord- 
ing to the United Kingdom Senior 
Trade Commissioner at Pretoria 
the requirement is for: 

1,000 sheets stereo dry flongs 
size 20 in, x 24 in. x -O315 
in. thick (unpressed) in 
light clear type or equal. 

16.000 sheets as above size 18! 
x 184 x -0315 in. thick 

5.000 sheets as above but size 
1S x 234 x -0315 in. thick 

Those sending tenders should 
also submit at least six sample 
sheets of cach flong 

It is understood that import 
permits or replacement quotas 
will be granted where necessary 


| 
| 


Cape Town 
Durban 


Johannesburg 
National 


When planning an advertising 
campaign in Southern Africa, 
consult 


Neill Ue 


NEWSPAPERS LTD 


24 Holborn, London, E.C.1. Tel. HOLborn 4144 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 


SOUTH AFRICAN WOMAN'S WEEKLY 


RAND DAILY MAIL 
SUNDAY TIMES 


SUNDAY EXPRESS & HOME JOURNAL 


DIE LANDSTEM 
SPOTLIGHT 
FORUM 


ADVERTISER'S WEEKLY 


*« 


The changing face of advertising 


MODERN PUBLICITY 
23rd issue 1953-4 


clearly shows new trends in advertising design, 775 
illustrations, 113 in colour, 34 countries represented 
A special feature of particular importance to-day, 
where sponsored television seems probable, demon- 
strates in 10 colour and 16 other illustrations the 
scope and complex problems of sponsored listening 
promotion and their solution by CBS Radio, New 
York. An established reference book for al! adver 
tisers and those who work tor them 


11} x 9 in. Cloth 44s. net 


Reproduction processes & possibilities 
ETCHING & ENGRAVING 


Techniques and the modern trend 


By John Buckland Wright, Instructor at the Slade 
School, London University, deals with and illustrates 
theories and techniques of pure line engraving, 
dry-point, mezzot stipple, etching, soft-ground 
etching, aquatint, sugar aquatint, deep etch, wood- 
cut, lino-cut and d engraving 


9} x 64 in. Cloth ‘0s. net 
Ask for free list ! prospectuses from all booksellers 
THE STUDIO LI) 


66 CHANDOS PLACE W.C.a 
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phone Strand Litho. 


-Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


r “* Multilith’’ and Rotaprint Users 
mee oe kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- E 
BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure 
friendly, personal attention to every detail . 


TERMINUS 
2691/4 


quick, 


THE STRAND LITHOGRAPHIC Co. LTD. 


157 FARRINGDON ROAD 


ESSEX 
WEEKLY 
NEWS 


—read by 
the “‘County”’ 
people— 
who still do 
have money 
to spend. 


A.B.C. 27,631 


London representative 
J. C. MACTAVISH 
131 Fleet Street, E.C.4 
Telephone CEN 1960 


Head Cffice 
26 HIGH STREET, CHELMSFORD 
Telephone 2795 


LONDON 


az = 


in le 


HOME 
COUNTIES 
NEWSPAPERS 


‘GROUP 


for 


BEDS 
HERTS 
BUCKS 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


SILK SCREEN ARTS LP 


97 SHIRLEY ROAD. CROYOON 
ADOISCOMBE Ft4T-B 


SPEEDY SERVICE 


HIGWEST GRADE 
CLEAN © SHARP ) EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


“DAY-OLO"? printers 


Linen men must read “The Linen 
Trade Circular”, No other weekly 
newspaper gives them the market 
information they need. 


Specimen copy, rates, on request 


THE LINEN TRADE CIRCULAR 
2 Mareus Ward Belfast 


The first) practical book on linen 
bleaching for we think 91 years is in 
preparation. It will contain an adver- 
tising section. If your clients sell 
chemicals or machinery for the 
bleaching trade (yarn bleaching or 
cloth bleaching) theyll be interested. 


CARTER PUBLICATIONS 
2 MARCUS WARD ST., BELFAST 


Street, 
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Best basis for ad. 
features is NEWS 


s\ ITH newsprint more plenti- 

ful ideas that would have 
provided a composite page are 
blossoming into whole supple- 
ments. 

With this development choice 
of subject becomes more impor- 
tant, for only good ideas are 
strong enough to sustain. the 
extra weight of editorial and 
advertising 

Shrewd managements are realis 
ing that hard news is the best 
base on which to build. Carpet 
Fortnight and Leather Week have 
proved this decisively. 

* % * 

ONE NOTABLE illustration of this 
fact is provided by the Essex 
County Standard which recently 
reviewed Colchester’s post-war 
housing campaign in a four-page 
supplement produced in col- 
laboration with the town’s hous- 
ing department and local build 
ing firms 

The front page carried a gen- 
eral survey “How the Post-War 
Challenge Was Met.” Page 2 was 
devoted to detail stories of the 


WILTON EVAN 
town’s three chief post 
ing estates. Page 3 headed “Col 
chester History Recorded = In 
Names of 80 New Roads 
carried an article by an alderman 
on the stories behind the street 
names. Page 4 was a_ pictorial 
survey of new houses and hous 
ing estates 

Other features 
record of the 


war hous 


included the 
private builders’ 
estates, new military married 
quarters, a review of the hostels 
and flats for old folk and a 
“Who's Who” of those concerned 
in the housing campaign. The 
supplement carried 18 columns of 
advertising and 13 photographs 

Published with a 12-page issue 
this gave the Standard the first 16 
page run since 1939 

¥ » , 

SPIZING on a news story helped 
the Border Counties Advertizer 
to score heavily. They claim to 
be the first of local weekly papers 
to road test the new Standard 8&8 
heir motoring correspondent’s 
report appeared together with 
supporting advertisements by a 
local dealer 

* * . 

SOME OPPORTUNITIES, such as 
notable occasions, are obvious in 
vitations for such enterprise 

Seldom have | seen one taken 
more effectively than the supple 


ment which the Yorkshire Ob 
server produced when the St 
George's Hall was re-opened after 
structural alterations and re 
decoration. 

The Yorkshire Observer took 
the view that this event would 
inaugurate a new era in the city’s 
cultural life, and the supplement 
was worthy of this hope. The 
long history of the hall was re- 
called. and old engravings con 
trasted with large photographs 
showing the present interior. It 
was one of those relatively few 
supplements which seem certain 
of preservation as a souvent 

* * * 

AGAIN, there are instances 
Where local news stories can be 
woven into national promotions. 

At Bolton they are especially 
keen on such improvements which 
do much to fortify a feature 
locally. 

Bolton is, of course, one of the 
biggest leather centres, and three 
out of the four pages in a Bolton 
Journal supplement for Leather 
Week. were filled with stories and 
pictures of local firms. 

During Carpet Fortnight the 
Bolton Evening News featured in 
its supplement the story of a 
local firm under the heading 
“Woven in” Bolton, sold the 
world over.” 

And an excellent cight-page 
supplement in the Sunderland 
Echo stressed that Durham was 
also the home of fine carpets and 
told the story of one made localls 
for the Queen 

* ¥ ¥ 

WitTH NEARLY 80 exhibitors, the 
Birmingham Mail Midlands Ideal 
Home Exhibition opened in Birm 
ingham at Bingley Hall. 

Speaking at the opening cere- 
mony, Eric M. Clayson, managing 
director, Birmingham Post & 
Mail Ltd.. said that the acquisi- 
tion of the Midlands Ideal Home 
Exhibition by the Birmingham 
Mail meant an extension of the 
newspaper's policy of catering for 


all those interested in home 
making. 
Attractions include a home 


Makers competition, to show 
what the people can do in the 
wav of home-crafts 
¥ * ¥ 

With To-MORROW'S (Pridav’s) 
issues the A and B system of 
classifieds ends in the powerfu 
South London's Suburban Group 
The rate is now to be Sd. a word 
for the whole group 

Classified rates have remained 
it pre-war level until now and 
since the war the circulation has 
doubled. Thus all the time the A 
and B= system operated adver 
tisers were getting exactly the 
same circulation for the same 
rates as they were ten vears ago 
Now they are to receive double 
the circulation for only half as 
much again 
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Sampling 


aids new beer 


advertising in S. Africa 


A beer promotion campaign recently undertaken in South 
Africa resulted in very heavy public demand. The company 
have attributed this outcome to the largest advertising and dis- 
tributing operation ever to be conducted in the country. 


NATION-WIDE — cam- 
paign was recently launched 
by South African Breweries 
Lid.. the largest brewing organ- 
sation in Southern Africa, to 
introduce their pre-tested 
“Gluko™—a stout blended with 
glucose 
Some months prior to launch 
ing the product had been tested 
in a Selected area Where stout was 
known to be an accepted bever 
age of both Europeans and 
Coloured. Tests were carried out 
under the name of Castle Milk 
Stout’ blended with = glucose 
Castle being the regular brand 
name of all other S.A. Breweries’ 
products The name “Gluko” 
was selected because it was a 
convenient abbreviation of glu 
cose and can be appropriately 
spelled and understood in Afri- 
kaans 
Campaign opened with a series 
of reader ads. and changed to the 
conventional brewery “bottle and 
slogan” type a week later. Space 
sizes averaged 72 column inches 
per ad., the largest size so far 
avatlable ino the Union press 
Media included all National. 
English, and Atrikaans dailies 
Women’s magazines were 
for the first time, with a special 
appeal made through a reader 
type ad. emphasising the medi 
cmal value and vitamin content 
ot the product A very heavy 
spot announcement scheme was 
operated on the brewery spon 
sored “Man in Black” commer- 
cial radio programme, time for 
peak listening hours 
Over a hundred 48-sheet poster 
sites covered major towns and 
cities and eflective counter dis 
plays were used to show the new 
bottle and to dispense literature 
printed in’ both” English and 
Airikaans. This material further 
emphasised the points brought 
out in the advertising 
An announcement of the full 


used 


press 


mee 


‘CASTLE 


-GLOKG 


sTouT rd 


ode pen beaver oge 
ad 


scheme was made to the trade by 
a direct mail shet aimed at all 
retail outlets controlled by S.A 
Brewertes. including bottle stores, 
bars and hotels. In addition the 
shot was fired in to all other 
independent retail outlets not 
controlled by any other brewery 

To a greater extent than had 
been anticipated the campaign has 
been successtul, according to the 
compan, Entire production was 
sold out within forty-eight hours 


GIVE ME 
GLUCOSE! 


~ ase TOUR SEYANER FOR THE 
SER) UmERAL WATERS, 
jar, MARA AOE CE CRA 
Am0 O1MER 1000 PRODUCTS 
(OmrarmIMe GLUCOSE 


oe eee 


Medicinal and 
of elucose 


nutritional value 
was stressed in reader 
ivpe ads 


of the first insertions appearing 
Within one week all the stout 
making plants of the company’s 
three breweries were operating at 
full capacity to cope with the 
heavy demand 

The success of this scheme has 
been attributed to the extensive 
sampling «and testing scheme 
which preceded the planning of 
what the company has claimed to 
be the largest-ever advertising 
and distributing operation to be 
undertaken in South Africa 


Counter displays 
were designed to 
introduce the 


“Gluko” bottle to 
the public and to 
dispense literature 


printed in both 
Enelish and Afr 
haans ahout the 
new heer. Adver- 
agents are 
fonsson Advertising 
(Ptv.) Ltd. Johan 
neshure 


fising 
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Actual manufacturers of 


3=2\D) VIEWERS | 


FOR USE WITH THREE-DIMENSIONAL ILLUSTRATIONS. 


The Complementary Colours are made of GELATINE 
from which only perfect 3-D results can be obtained. 


WITH OR WITHOUT 


' 
' {ILLUSTRATED LONDON NEWS 
HULTON PRESS LTD. (PICTURE POST) 
| 


Contractors 
and 


suppliers to 


FAMOUS PLAYERS FILM CO. LTD. 
METRO-GOLDWYN-MAYER PICTURES LTD. 

Y EXCLUSIVE FILMS LTD. 

THE RIVINGTON PRINTING CO., LTD. 


Stanford Lane, Stoke Newington High Street 


London, N.16 


Telephone: CLISSOLD 8084 


Northern Ireland No Customs 
Population or Trade 
$370,709 Barriers 
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PROGRESS AFTER 
ADVERSITY 


SINCE Jack Webb became general 
manager of the Irish Times six years 
ago that paper has endured a 
disastrous fire, a seven weeks strike 
and a rebuilding programme as a 
result of which the headquarters in 
Dublin has been reconstructed and 
re-cquipped When | met him in 
London the other day in company 
with A. H. 
Brown (Lon- 
don advertise 
ment mana 
werd, he 
seemed to 
have survived 
these ordeals 
very Success- 
fully, as has 
his papers 
“What does 
not kill me 
makes me 
strong! must 
be a true say 
ing 
Originally planning to go into the 
Indian Civil Service, Mr. Webb 
changed his mind and entered 
MeConnell’s, that forcing-house of 
ability, in 1936. He began on the 
switchboard, but was handling four 
accounts before moving to the Art- 
wey agency about 1942, Two years 
later saw him a canvasser with the 
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Irish = Limes. When that great 
character, the late Tynan (‘Pussy’) 
O'Mahony became ill, Mr. Webb 
was called on to step into the 
breach He became general man- 
ager at the age of 34, 

Mr. Webb is a prominent mem- 
ber of both the Publicity Club of 
Ireland and the Advertising Press 
Club. His relaxation is golf. 


Music club 
STAFF of Alfred Pemberton Ltd. 


have formed their own music club, 
with Alfred Pemberton as honorary 
president and a membership of forty. 
Lunch-hour concerts are played on 
gramophone records regularly once 
a week in the board room at 93 Park 
Lane. Members have chosen lunch- 
hour on Thursday as being the most 
suitable day for encouraging junior 
employees to bring sandwiches and 
listen to music, as it as the day 
before pay-day! 

To settle the jazz-versus-classical 
controversy, the two different types 
of music are played in separate pro- 
vrammes, Records are obtained 
from the Westminster Gramophone 
Library and members’ own collec- 
tions, and the firm have assisted in 
the purchase of a “Trixette’ Recital 
Gramophone, suitable for playing 
to a fair-sized audience. A.P. Music 
Club have ambitious plans for per- 
forming complete operas at future 
evening meetings. 


SCOTSMAN influences the 


considerable purchasing power of 


Scottish industrial, agricultural 


and family markets. 
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Advertising executives in the 
party at Middleton Tower 
includes: Mrs. Harr) 
directors of the camp; 
the board; Maurice Naylor 
Guardian,’ and Mrs. McMillan; 
Press; A. Wilkie, Kemsle) 
A. Spence, “Daily Express 
“Picture Post’; W. 
Jerry Dawson, northern editor 
‘Morecambe Visiter John 
Taylor and W. Dealtry, of 


Molida ' 
Kamiya 
Mrs. John 


Manchester 

Camp 
and 
Hamer, 
secretary; W 


Ne n Spupe rs, 

J. Breewood 
Marshall, publicity manager, Morecambe and Heysham, 
Melody 
Collier 
Alfre 1 Bate ‘ 


area attended this end-of-season 
near Morecambe This group 
Jean Kamiya, joint managing 
Paul Deschamps, chairman of 
McMillan, Manchester 
R. Hiehland-Longdon, Westminster 
H. O. Borrell News Chronicle 

Daily Dispatch David Burry, 


Miss 


Maker Jacqueline Hackett, 
Lancashire Evening Post’; K. L. 


& Son Lid., advertising agents 


1o the camp. 


A woman at the 
helm 


SBINCE her recent appointment as 
managing director of Sommerville 
& Milne Lid., the Glasgow agency, 
Miss Nellie Harris jas received 
many messages of congratulation 
from other women occupying impor- 
tant positions in the business world. 
These are eminently deserved, for 
Miss Harris's career has been a 
remarkable one. 

She joined the company in 1931 
and served in) most departments 
until she was appointed to the board 
in 1945, During the second world 
war, when the late Mr. Sommervill 
and male members of the stafl were 
on war service, she was responsibk 
for the entire administration and 
conduct of the business. Aer work 
during that period laid the founda- 
tion for a rapid post-war expansion. 
When she had been with the agency 
21 years she was presented by her 
fellow directors and staff with a 
dressing set and a huge model “key 
of the door.” To-day, I fancy, she 
is Scotland’s only woman associals 
of the LLP.A 

Miss Harris lives with her parents 
in Uddingstone. Her main interests, 
apart from advertising, are fishing 
and bridge. 


* 7 * 


y 
VETERAN music hall star Perey 
Honri, who dicd the other day at 
the ripe age of 79, was a remarkable 
showman with an astonishing flair 
for advertising. In August 1915 he 
took the whole front page of the 
Daily Mail to publicise his revue 
A pioneer user of 24 and 48 sheet 
posters, he once booked a whole 
hoarding nearly 440 yards long at 
Stoke-on-Trent. Honri was also an 
early user of the telegram advertise 
ment. In 1912, by arrangement with 
the P.M.G., he wired every registered 
telegraphic address in 
nouncing his 
the Alhambra. 


* * * 
ALMost anything by Somerset 


Maughan is worth sceing, or read- 
ing as the case may be, and this is 
certainly true of “Sheppey.”” which 
the Fleet Street Players have chosen 
for their next performance. ft will 
again be at the Fortune Theatre, 
Drury Lane on the evenings of 
October 26 and 27 N.A.B.S. is 
again the beneficiary so | have much 
pleasure in backing Carl E. Bed- 
ford’s appeal for early reservations 
(Central 2412 3). 


Glasgow an- 


forthcoming show at 


Bi SINESS luncheons arranged by 
Cc. Millington, proprictor of 
Far East Trade, are not only en- 
jovable in themselves but very m- 
teresung as portents. This apples 
parucularly to the one at the Savoy 
last week. Presided over by Vis- 
count Elibank, people from many 
of Britain's leading manutacturiag 
and export concerns heard a group 
of British business men who had 
recently. visited Peking plead for 
trade with China before that vast 
potential market 1s collared by the 
Germans, the Japs, and possibly 
others 
Speakers included Roland Berger, 
director, British Council for the 
Promotion of International Trade 
Harold H. Spencer, of Crompton 
Parkinson, Lia... W. C. Gomersall, 
chairman and managing director, 
China Engineers, Lid.; and S. G. 
Sloan, general sales manager Rubery 
Owen & Co., Lid. and Associates. 
In providing a platform for such 
men, Mr. Millington performed a 
valuable service. 


Blood chiller 
PPeRuAPS i: is appropriate for 


a refrigeration publicity man to 
make people's blood run cold! 

The short thniller “Except 
For Murder broadcast in the 
B.B.C.’s Light Programme on Tues- 
day included, in addition to the 
murder mentioned in the ttle, a 
car theft and an eerie gibbet scene, 
and it was written by F. E. Evans 
who handles information for 
the Prestcold Refrigeration Division 
of the Pressed Steel Co., Oxford 

Mr. Evans is editor of the house 
organ, Prestcold Times 


Contanet 


WEEKS WISECRACK 


story 


press 


“There are so many finger 
prints on this bit of copy 
that I ought to send it to 
the ‘Museum of crime in 
advertising.’ ” 
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Passing on the name 


It is an unusual day when we do not 
receive « telephone call, personal visit or 
post enquiry from a new customer who 
says “Tve been recommended to you 
by...” and he will name one of our existing 
clients. Recommendation on this quits 


wide seale seems pretty sound evidence 


that we do succeed in realising our constant 
aim to be as helpful and reliable as we 
possibly can in servicing our ever- widening 
circle of clients. 


Glas & WATSON 


111 SHOK LANE LONDON EC4 Central 6555 18 lines 
Northern Office at 4 Chapel Walks, Manchester 2 


Process Engravers, Creative Artists and Photographers 
Advertisement Typesetters, Electrotypers and Stereotypers 


Service in the Spirit of Helpfulness 


. ee : : : : ‘ 
= - 4 
i 
al “4 
Me 
a <r 
¢ <a 
Ya ' ei*> 7 
a” bs | 
ee ‘ 
- all 
7 
ae fifty aa ; 
Paty fice At ‘| 
\ “Oe niet lt : 
iH: Ui} th i 
ili iH} \ Pit Hi - 
i ti ei 
~ i ; i Hi TH ii r a 
"i it ! , 
r fi Hi Pe i ‘ 
4 ie a all 
+ 4 ; " i A Hi zz H 
Be Hit 1 Haiti! ad 
Jie 4 — a il ii i i 
af 48 ta Pan 
act te iit titty wt Pit i 
_ a ey ja f i il at i 
oa iy ; ik ae . 
a ti mY a nn ; 
5 P i tie =| i i 
eo i 4 ey Pitti 4 iW | jut sf} A | 
7 c a Ae + 444 Hi ‘ iy 
yee ; a i i 
. S i + i ft Ff r 7 
4% a - t iit a yl { i ; 
a -f Spee MT aT } ae 
a ‘ a. 3 i i A iui i ii 
. : a ; «i ee 
a me). 3 i Hite it if 
Bye Ad. by ] 4 fi Hee: 
Tigi 7 a f MUM EET aM ta) iy pute iff 
ate ; i : His maaan Hawa ttTtR sthameetl {Ht 
+ ia ry RG tf HAAR Lat ob Hi i He 
oe fk =e a Bit Hi id i it wits teeth LE Hi | 
a ; ar Haha a PR a 
me : Be Rie eta 
a i HOUR TAHA HH i Wei hi 
ae ne . He TT ' see ete eR RET ae : 
ee ies ant an ing TnL TO 7 
eee -_— it Uitit AEA it gy : 
Pe. al 0. a ie 
Se ee vg SS ee it if ‘iii oie HTH is 
: eee Trois Tih ttt) ae? hy Higher ; 
etl i LOR ctasinaatnt Hei vie it 
Sa. Wnt! F | aM a RT 
: a ee ae it ha Ha bi ti me 
a - aitit te SHE HT GUT RR Hii 
ia a Gao a Pay A stan ie Hb : 
=e ait EEE i Set etfs He abst 
Se Ha tit ae HA. TR : 
ae: me i i diti hat 
> 1 « ie MAH it, Hut j if} Ht ie WAG 
ae Be yt Ha Hitt ee 
. Se ii a Ae 
4 it rp iHtis) 
ws 5 a ii i Hibil ni 
i ee Gi a , 
: 1 Hf if a 
; ; eH sift ff ; 
as 7s i; if thi Haff ~ 
rg i ‘at! Hi : 
% He Ht 
F Hit ii "He Me " 
" ee Hany iW : 
ba tits ee Gait 
“ay ve To ome 
: ce ; 
— ae 
e ~*~ 2 
ti ¥ fF 
et eg 08) ays = a ae OG ged a, oe a ae 2 a ea. i or. 7 ieee + . m2 a . : 


OO we 


ADVERTISER'S WEEKLY 


110 


Sunday Graphic 


changes shape 


The Sunday Graphic page size has 
been lengthened by 24 inches 
* : *” 
Net sale of the Daily Telegraph in 
September averaged 1,019,044, 
” * * 


On October 21, the opening day 
of the London Motor Show at Earls 
Court, The Times will publish a 
Survey of the British Motor Car In- 
dustry. It will consist of 64 pages, 
many of them printed in four 
colours and it will be sold for 2s. 6d. 

* * * 

The Smaltholder’s special “Grow- 
More-Food" number is the largest 
issue On record, containing 60 pages, 
274 of which are advertisements, 
The eight centre pages, printed on 
yellow paper, are a free supplement 
entitled “A Year's Garden Guide for 
the Grower of Vegetables and 
Fruit.” This is detachable and folds 
into book form. 

* * * 

A new supplement Kinema Sales 
& Catering Review—will be intro- 
duced in the October 22 issue of 
Kinematograph Weekly. The fea- 
ture is designed to provide a service 
for exhibitors and also for those 
manufacturers who are interested in 
developing or Opening up a theatre 
market for their products. 


All advertisement space in the 
December issue of Everywoman has 
been taken, This will be the third 
consecutive issue of the magazine 


running to 128 pages, the largest 
Size since the war. 
” 

A special Motor Show number of 
The Field will be published on Octo- 
ber 22. 

* * * 

Advertisement rates of the Merton 
& Morden News are increased by 50 
per cent as from this week, follow- 
ing the discontinuation of the A 
and B system. 

. ” 

The Irish Times ran a four-page 
sporting supplement on Monday. 

* * * 

Classified advertisement section is 
to be introduced in The Philatelic 
Exporter. 

* * ’ 

At the end of this year, The 
Journal of Decorative Art completes 
73 years of uninterrupted publica- 
tion. During that time, there have 
been only two editors, the present 
holder of the office, W. G. Suther- 
land, and his father. 

ce a * 

The Hardware Trade Journal 
autumn and Christmas trade num- 
ber, with a special coverage for 
Australia and New Zealand, was a 
record autumn issue of 364 pages 
and cover. 

* * 

“Dixie” Dean, former England 
and Everton centre-forward, is now 
conducting a weekly complete pools 
forecast in Radio Review, Dublin. 

* * . 

As from January The Connois- 
seur will be published nine times 
each year instead of six. 
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A chimpanzee cut the cake at a party 

to launch Pets and Aquaria, a new 

monthiy magazine pubiished by 

John Yates, of Manchester. Here 

Mr. Yates is helping a couple of 

white Alsatian puppies to enjoy their 
tea, 


Yes, my dear Watson, it is a bit of 
a shock! In fact, Raymond Shock, 
film actor, employed as a sandwich 
board man by the “Evening Stan- 
dard,” to promote their short story 
series on the famous detective. 
* 7 * 


Despite a disastrous fire to a con- 
siderable part of its printing works, 
including the destruction of a 
linotype machine, Wimborne and 
District News produced a four-page 
issue, carrying a number of adver- 
tisements, last Saturday. It acknowl- 
edges assistance from the Western 
Gazette and various printing firms. 

* * * 

Advertising is appearing in some 
two hundred publications, including 
London evenings, Radio Times, 
some Sunday papers, provincial 
evenings and weeklies for a new 
children’s sixpenny weekly magazine, 
Junior World, published by West- 
world Publications Ltd. Contents, 
holding balance between education 
and entertainment, are aimed at boys 
and girls 11—18 years old. Colour 
on cover only; no advertisements at 
present. 

* * 

First issue of The Weekly Circu- 
lar, for Rowley Regis, Halesowen, 
Quinton and District, price 3d., 
which appeared last Friday, con- 
tained 12 pages. Rate for trade ad- 
vertisements, inside pages. $.c.i. 7s. 

* * + 

Scottish Field claims to have made 
“the biggest proportionate increase 
in sales of any comparable maga- 
zine since 1948." Sales were under 
10,000 in 1945. A.B.C. figure for 
the January-June period this year 
was 35,890 
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We Hear 


The 25 “Time” youth delegates to 
the Harrogate Advertising Clubs’ 
Conference have formed the Five 
and Twenty Club to enable them to 
continue, by correspondence, friend- 
ships formed there. There were 25 
delegates who met on September 25 
and were, on an average, 25 years 
old. 

* * * 

The annual golf match between a 
team of adverusing and newspaper 
men, captained by *“Mcl,”’ and the 
Brighton and Hove Golf Club, led 
by Capt. J. E. H. Gelston, took 
place at Brighton recently, the cap- 
tain of the club, C. D. Pilcher, pre- 
siding at the lunch, 

* * * 

New Jones & Co., Ltd., store in 
Bristol will cost £1 million when 
finished in two years time. It will 
be the largest departmental store in 
the city. It will include a theatre. 
F. Buck is advertising manager for 
Jones & Co. 

. * * 

A window display contest for the 
furniture trade has been launched 
by Ronson Furniture Ltd. They are 
also offering £50 to the customer 
suggesting the best trade name for 
Ronson Furniture Ltd. 


Pull it and see 


An advertising novelty issued by 
Dapag (1934) Ltd., London, makers 
of machines for marking and over- 
printing labels, incorporates a badly 
written label which, by the pulling 
of a tag, is changed into a neatly 
printed one. Slogan is: “At the point 
of sale, Dapag makes all the 
difference.” 

* = * 

The Scottish Lace Furnishing 
Manufacturers’ Association has been 
urged by J. Henderson Stewart, 
M.P., Under Secretary of State for 
Scotland, to launch a publicity cam- 
paign in the home market and to 
show at the 1954 Scottish Industries 
Exhibition. 

* * 

The Scottish Council (Develop- 
ment and Industry) is sending a dele- 
gation to the U.S.A. to publicise the 
Scottish Industries Exhibition 1954. 

* * * 

A publicity drive in Scotland will 
aim at boosting the sales of Co- 
operative manufactured products in 
Co-operative stores. This follows 
the success of a test scheme for their 
own breakfast food, 


All change 


Bus tickets should be used for 
advertising purposes to help meet 
the increased cost of public transport 
services, St. Pancras Council are 
suggesting. 

* a . 

Fifty firms have taken space at the 
1S8th regional Business Efficiency 
Exhibition of the Office Appliance 
and Business Equipment Trades 
Association at the Northumberland 
Hall, Newcastle, November 17—20. 

* * . 

Advertising for Grundig tape 
recording machines, which uses the 
slogan “Let the family entertain the 
family,” formed the basis of The 
Times fourth leader on Thursday 
last week. 

* ‘* * 

The third annual Courier exhibi- 
tion of fine art will be held at the 
galleries of the Royal Society of 
Painters in Water Colours, Conduit 
Street, W.1, from December 9-19. 
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Windsmoor launch 
. 
extra campaign 

Windsmoor (London), Ltd., have 
launched a new campaign to pro- 
mote separatcly their proportioned 
garments for the smaller woman. 
Illustrated by fashion artist Robb, 
it is linked with Windsmoor's boy- 
meets-girl theme. This time the 
couple stand back to back holding 
hands, making point of their differ- 
ence in height The catch line is 
“Litte Wonder—it'’s Windsmoor!” 

The scheme includes national and 
provincial press advertising, retailer 
promotion, display material and 
window tic-ups with, among other 
Stores, Peter Robinson, Ltd., of Ox- 
ford Circus and Leicester Square. 
Dealer support is assured. One big 
store in the North is being asso- 
ciated with a half-page space in a 
Scottish national paper. This cam- 
paign is being carried out in addi- 
tion to Windsmoor’s regular national 
advertising which is running concur- 
rently with it 

Agents are Greenlys, Ltd. 


Shifting the stain 


Ashe Laboratories Ltd., makers 
of Amplex, have appointed Colman, 
Prentis & Varley Ltd. to handle the 
advertising for a new product 
Bantol nicotine and stain remover. 
It will sell at 2s. 3d. a tube through 
chemists and, later, tobacconists. 
Large spaces have been booked in 
the Daily Mail, Daily Telegraph, 
News Chronicle and Evening News. 


‘urrent Advertising 


TUBE ADS. IN 
THE TUBE 


A dual campaign to popularise 
the collapsible tube as a pack has 


been launched by the Collapsible 

Tube Manufacturers’ Association, 
Simultaneously with the running 

of a display competition for retail 


chemists, period of entry for which 
has been extended to November 30, 
advertisements are appearing in the 
Underground trains. 

A pilot distribution has been made 
of 1,000 copies of the rules of the 
competition, and chemists are in- 
vited to apply for showcards carry- 
ing the slogan “Buy It In a Tube,” 
which must form the focal point of 
every display entered in the com- 
petition. 


a] . . 

Egg publicity may 

continue 

Poultry and Egg Publicity 
(PEP), the co-operative publicity 
body founded to promote sales 
of eggs and poultry, may not 
close down after all. 

Lack of financial support from 
the industry and insufficient res- 
ponse to a final appeal in the 
poultry press recently had led the 
management board to resign. 

A meeting of the PEP founda- 
tion committee has decided, how- 
ever, that further efforts should 
be made to keep PEP alive. 
Those who responded to the 
recent appeal are to be invited 
to a meeting later this month. 


e AT A GLANCE e 


ACCOUNTS MOVING: 


Castle Castings Ltd., makers of Sovereign and Royal con- 
tinuous burning fires, and Venustas Ltd., ladies lingerie and 
swimming costumes, to Howards Press Advertising (Man- 
chester); Fredk. Braby & Co. Ltd., manufacturers of sheet, 
plate and sectional metal products, and associate company, 
G. C. Engineering Co. Ltd., manufacturers of elevators, con- 
veyors, canning installations. and structural steel work to 
Allardyce Palmer Ltd., full pages in the trade and technical 
journals, as from January 1; Qualcast Ltd., Derby, power lawn- 
mowers to Mather and Crowther (Advertising of Qualcast 
range of hand-propelled machines will continue to be handled 
by G. Brandis-Davis, of The Brandis-Davis Agency Ltd.); 
J. Mandleberg & Co., Ltd... Manchester, manufacturers of 
Vaistar rainwear and travel wear to Gee Advertising, Ltd.; 
Scottish Gas Board to Nevin D. Hirst (Advertising) Ltd., news- 
paper advertising on Scottish national basis early in November; 
Caroline Engineering Co. Ltd., Bootle. to Bemrose Publicity 
Co., Ltd., Derby; Liverpool Mersey White Lead Co., Ltd., to 
S.C. Peacock Ltd. 

NEW ACCOUNTS: 


Bantol, nicotine and stain remover made by Ashe Labora- 
tories, for Colman, Prentis and Varley; The NIBB-IT 
Association for Howards Press Advertising Ltd., Manchester. 
NEW CAMPAIGNS: 

The Fillery combined vacuum cleaner 
Ltd.), in trade magazine October and November, national 
campaign in February; Goblin new washer (Pratt and Co 
(Advertising) Ltd), spaces mainly 6 in. doubles, in Sunday 
papers, some dailies, Radio Times and certain women’s maea- 
zines, Waterman’s Taperite pen (C.D. Noticy) national dailies 
and Sundays’ provincials. Radio Times, and Reader's Dicest, 
Denson shoes (R. S. Caplin), large spaces in national dailies: 
Pryce Jones Ltd., Royal Welsh Warehouse (S. C. Peacock Ltd.) 
are starting an extensive advertising programme during October 
and November, using national press and women’s magazines. 


floor polisher (Sells. 
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Get your lighting taped with this new Mazda booklet 
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This window display at Crown House, Aldwych, is based on the Mazda 


booklet “Lighting to Measure,’ 


of furnished “rooms” corrects 


the spearhead of the B.T.H. campaign for 
better lighting in the home during the winter 


lighted in 


in exhibition of a series 
accordance with the “tape 


measure” instructions in the booklet is open at Heal & Son Ltd., Tottenham 
Court Road, 


These crowners have been carried 
out for Reckitt & Colman Lud. by 
Leon Goodman Displays Ltd. They 
have been silk screened in two sices 
So they fit over 2 o7. as well as 4 

tins Nine colours have been used 
in the actual silk screening and also 
a coat of varnish to enable finwer 
marks to be wiped off Silk screening 
was on both sides of one piece of 
card which was then cut and creased 

to form the two planes. 


The British Travel and Holidays 
Association have re-appointed 
Hewitt, Ogilvy, Benson & Mather 
Inc. as their agents in the U.S 


until October 24, 


Campaign for new 


° 
electric cooker 

English Electric Co. are launch- 
ing a mg campaign for an automatic 
electric cooker with fortnightly in- 
sertions in London evening papers 
and provincial evenings and week 
lies, four-page colour insertions in 
Electrical and Radio Trading, Elec- 
trical Times, Electrical Review, and 
black-and-white spaces in other 
technical journals 

Agents arc Services Advertising 
Co., Ltd.; display, Astral Arts. 


Another pen 
Waterman's are launching a new 
gold mb pen the Taperite Pre- 
hminary advertising has started in 
Reader's Digest but the main cam- 
paign will break towards the end of 
next week in national daily and 
Sunday newspapers. Mainly 11 in. 
triple column spaces will be used 
Provincial press advertising starts 
next month. Cecil D. Notley Ad- 
vertising Ltd. are the agents. 


| 
| THE CRANMER GROUP 
ame CREATIVE DESIGNERS FOR 
PRODUCT 
PACK 
and PRESENTATION 
with a technical bias 


ATHLON RD., ALPERTON, MIDDX. 
Perivale 9126 (3 lines) 


A NEW MEDIUM OF ADVERTISING ! 


have pleasure in an- 

nouncing that the 

have a fleet of iar 
fully equipped to 
accept contracts for 
advertising by 


ILLUMINATED SIGNS AT NIGHT 


Aircraft also available for poster and banner towing by day. 


For further 


rticulars apply to: 


SKY SIGNS (1950), Southend Airport, Southend-on-Sea 
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CLASSIFIED ADVERTISEMENTS 


AN ADVERTISEME NT REPRESENTA- ; 
TIVE with a knowledge of British in- RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. | 
di ustry required by specialised journal APPOINTMENTS WANTED, 3s. per tine, 35s. per display panel inch. All other 
for @ position with possibilities for the | classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No, Leading 


future A man of outstanding re- charge, one line plus 9d. covering postage, etc. Series rates on application; all 
source and ability will be adequately advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
remunerated. Write to Weekly,” 180 Fleet Street, London, E.C.4. CHAagcery 8844 (Ex. 25). 


Box 5571 Ad. Weekly 180 Fleet St BC4 - 
APPOINTMENTS VACANT 


A LONDON ADVERTISING AGENCY Stantions Vasant: “Tho engagement of pereens aueweting these cévertizemente requires a first class 
requires the following assistants in the be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man abed 18-64 inclusive or a woman aged 18-59 inchusive 


Accounts Department unless be or she, af BK Ed — provisions of the COMMERCIAL 


Two experienced § clerk | book- 


South African Agency 


keepers (male or female)—one must 
be versed in Agency Accounts ARTIST 
procedure and the paying of ° ° 
newspaper, blockmakers, printers Ex ort A dverti Sin 
purchase accounts a 


One typistiaccounts clerk (female) , : 
for the preparation and typing of Intelligent young Man required to assist in the Export An excellent salary is 
invoices and statements Know- . oa : = ee ‘ ; ; 
sien il boaibdeadiog and Squney Advertising Department of a leading manufacturer. offered. Interviews 
practice an advantage Fast accurate Must be prepared to work outside London. . - 
typing essential will be held in London. 
Write stating age, salary required and give brief detail 
These positions are permanent and . > Bale Pee ep! ails : 
offer scope for advancement for the of experience to Do not send specimens 
intelligent ambitious applicant. Good | ; fi ; 
working conditions in the West End Box 5753 in irst’ instance but 
full Is of : 
pitcovel accept ges An cetieacnena teas Advertiser's Weekly, 180 Fleet St., London, E.C.4 


experience and wage required to 


write very fully to: 


Box 5705 

, IONDON DISPLAY ARI MANU FAC GOOD ALL-ROUND ARTIST required 
Advertiser's Weekly 180 Fleet 6t EC4 TURERS require artist trained in design salary £14 per week. Write giving de- Box 5709 
and preferably also but not necessarily tails 
—— in construction of display stands and Box 5613 Ad. Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St EC4 
WAGES CLERK (lady) required, Seator sales aids The company’s emphasis is 
position Knowledge of Anson method upon goo} taste in contemporary de 
and departmental store expericnce pre sign, and for that reason inexperienced 
ferred Apply Staff Controller, Arding applicants having the contemporary STUDIO BRIGGS | 
& Hob Ltd Clapham = Junction slant and the ability to translate into | YOUNG MAN to assist principals in 
SW. display will be considered sinall (growing) Advertising Business. 
AYOUT MAN OR WOMAN, to plan Box S686 Ad. Weekly 180 Fleet St EC4 require | Agency expericnce includes knowledge 
make-up and prepare page roughs for — | of press advertising routine would re 
maa sines Must t able to aos fom ae c for pe necnaring commend, but all-round aptitude also 

blocks and make approximate cast-of fationer in the City xperience pre . . W ~ 6 
for copy Some cxperience of masking ferred but full training given Canteen 2 retouching artists for onctsige MB ete Bret, ‘Love. nape 
and grouping photos an advantage. De S-day week. Salary according to quali : : 
tails and salary required to fications. Apply in own handwriting black and white and colour. geno gp yay —s a 
Hox S689 Ad. Weckly [80 Fleet St EC4 Box 5640 Ad. Weekly 180 Ficet St EC4 Only top class men need i conden ween ose. cuperienet. 
— = « y aed 


ete, to 


apply. Phone for appoint- Box 5756 Ad. Weekly 180 Fleet St EC4 
ment PRODU age es expe wasses 

: in copy ctail, ordering and checking 
TWO VACANCIES blocks and typescttings, required by 
MUSeum 8434 W.E. Agency. Write full particulars 
including expected salary to 


Box 5693 Ad. Weekly 180 Fleet St EC4 
22, Chenies Street, W.C.1. 


TYPOGRAPHER with corsiderable you NG MAN, preferably with news- Progressive Agency 


I of classifieg adverts 
experierce in press advertisement typography , equ to develop existing | will shortly require 
. with important group 


and adaptations. Given a rough and finished art 1 newspane s London post offering FIRST CLASS SENIOR 


ts for energetic careful 


’ > B > le to pro e Clear 1 applic ; Apply in strict confidence to 

work he should he cble to produce clear and Box S720 Ad. Weekly 180 Fleet St EC4 ARTIST 
wecise type mark-ups. His knowledge of type PRODUCTION ASSISTANT (Male) re- | 
; ‘ quired by West End store in reorgan VISUALISER 
and printing processes should erable him to ‘ rtising Dk Must have had 

n in Saat and Print ad 
work in collaboration with our designers to eg ily here rol ag ae o-oo with wide Agency or Studio 
produce outstanding, technically flawk ss ired to. ; ng | | CXperience, capable of produc- 
57 Ad. Weekly 180 Fleet St EC4 | | ing high quality roughs in pencil 
adve rriscments and intellie me adaptations, and ink ona wide variety of sub- 


PRODUCTION jects also limited finished work. 

LAYOUT MAN wh» has agency We have in mind that the man 

; ‘ ; . MANAGER chosen for this position will be 

experience in working out visuals into very neat able to rise in a short time to 
clients’ roughs; he must have a good knowledge wanted Studio Manager. 

for large photo-display studios. Write in the first instance 

First class prospects for re- stating experience, age and 
him to assist a typographer with adaptations, sponsible, hardworking man salary required. 

seeking permanent, interesting Box $713 

Please write giving details of experience, age, position. South London. Personal Advertiser's Weekly 180 Fleet st EC4 

interviews to applicants who 

state briefly and effectively their | | 


‘ DISPLAY | EXHIBITION STUDIO. 

Art D-rector qualification for an unusual Wanted: Young lady, for general as- 
opportunity. sistance in above work, must have 
Box 5752 experience in display and exhibition 


Large comfortable studio. No Satur- 
OSBORNE-PEACOCK navertisr’s weekiy 180 Fleet st ECA | | L% ging Chel eign for aphei 
ment, ARC 1178. Replicards Ltd, 
ENGINEERING PUBLICITY. Young London. N.19 
. - male assistant required gencral pro- COMMERCIAL ARTIST required b 
26a Albemarle Street London WI duction duties in publicity departmest Motor Accessory manufacturer situated 
of large London engineers copywriting in West London. Experience of line 
ind layouts, some engineering back- drawing and a good standard of letter- 
groung desirable Reply stating age, ing —, oo giving details and 
experience, and salary required to salary requir 
Box 5702 Ad. Weckly 180 Fleet St EC4 Box 5641 Ad Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


of typography and a sense of design enabling 


salary required and when available for interview. 


bt P : ; a? “s & ae . 
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OcTOBER 8, 1953 


APPOINTMENTS VAC 


Martin Harvey 


require 


COPYWRITER 
VISUALISER 


A youngish man with first-class 
all-round creative talent would 
find this position one of in- 
creasing value to him. Appli- 
cants must have had some 
agency experience. They will 
be expected to reveal a sound 
commercial sense a_ versatile 
mind and much practical 
ability. 


COPYWRITER 


Will work on large and small 
assignments for a variety of 
General and Technical 
accounts. Versatility in both 
outlook and style is essential. 
Some ability in the production 
of “discussion scamps” to sup 
port copy would be an advan- 
tage. Agency experience desir- 
able. 


LAYOUT MAN 


Young man with ideas and a 
lively constructive approach 
to all presentation problems of 
press and print. Good design 
sense and studio or agency 
experience essential. Visuals, 
some finished) = roughs for 
clients, and the occasional pro- 
duction layout or adaptation 
will be demanded. A sound 
sense of good typography 
would be an asset 


PRODUCTION MAN 


Preferably agency trained. The 
right man will be thoroughly 
experienced in all aspects of 
press advertising and print 
production, but he must also 
have “creative” ability for 
sound adaptation and the 
effective use of type. 


All the above will be addi- 
tional appointments to our 
organisation and offer reason- 
able opportunities for advance 
ment. Individual progress will 
he encouraged to the limit of 
merit and will certainly be in 
keeping with the contribution 
made to our progress as a 
“uu hole 


Applications (naming the vacancy 
concerned) in writing, stating age 
qualifications, experience and salary 
expected to: The Creative Director 


EDWARD MARTIN HARVEY 
ADVERTISING SERVICE LTD 
40 Sackville St., London, W.1 


113 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 
Sip enr ors 


an advan 


STUDIO IRWIN TECHNICAL LTD. —. x Weekly 3 r ot St BCA 
have vacancies for CATALOGUE 


FIRST-CLASS TECHNICAL =| | Aanscn 
ARTISTS Kare, bandon, setailer, teauites 


Applicants who have had recent and 
P ‘ . . extcnsive practical experience im all 
Must be widely experienced with good working knowledge aepects of the work involved should 
of engineering. Excellent opportunities for the right men. apply, giving age. details of all pre 
vious capericonce to 


Also Box 5575 
vacancies for good Advertiser's Weekly 180 Fleet 61 EC4 


JUNIOR TECHNICAL pgp = pp! ATIVE, fins! at ASS. 
capabl ot ntroducing new busines 


initially, required by exhibition, display 


and screen printing contractors, Write 
is $ Stating full particulars 


Box 4730 Ad) Weekly 180 Fleet St £04 
AVOUT MAN TYPOGUMKArHEM 
: ° ired edh ly 4 erably um 
Write or telephone for appointment to: age Bie nc gy ~ 
Ile mpects v t ‘ ‘ var 
STUDIO IRWIN TECHNICAL LTD. Cones cata. ele deni nee 


11 Gough Square, London, E.C.4. + CITY 2171 eg oe ee ey ae gl 


Box S748 Ad Weekly 180 Fleet St £C4 


PRODUCTION ASSISTANT, experienced | ARTIST required for preparation of Tech PRODUCTION ASSISTANT 
in copy detail with first-class know! nical Line Drawings Call with speci- 
edge of typesetting and process work mens at Personne! Department, Gestet- with at least three years agency 
required by well-known § advertising | ner Ltd. Broad Lane, Tottenham, experience required by progressive 

y Picase write } N.S London Agency. Write giving details 
S684 Ad. Weekly 180 Fleet St EC4 | 
SPACE REPRESENTATIVE requ it and salary required to 
London for Printing Trades annu 
Commission and expenses. Write, sti Box 5710 
W P S require a i ing full particulars of experience ag Advertiser's Weekly 180 Fleet St EC4 
. . . 


et 


Box “176 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED ARTISTS (female) re 
GENERAL ARTIST REQUIRED, for Advertisement Depart quired tor large North London tiem 
ment of weckly journal, young min Must have sound knowledge of line 
F \ 4" with knowledge of make-up and pr drawing for catalogue work and 
irst class all round artist required to duction. Applications stating age and gencral advertising Reply wiving asc, 
work as one of a team in their Advertis full particulars, with salary required t experience, and salary required, to 
ing Agency's Studio. Good lettering— | | Box 5721 Ad. Weekly 180 Fleet St BC4 Box 5591 Ad. Weckly 180 Fleet St BC4 
ability to handle airbrush and re- 
touching an advantage. Five day week, 
congenial surroundings. Apply with 
details of experience, age and salary 


required to . Technical and General Advertising Agency 
ART DIRECTOR, W.P.S., Limited 


356 Grays Inn Rd., London, W.C.I Member of the L.P.E. Group of Companies 


PRESSED STEEL CO. LID... Cowl-y 
Oxford, require layout assistant for 
pressed ig refrigeration publications 


catablogu ook lets heaflets, etc 

Set cin “aon VISUALISER 

printing and process engraving. Apply 

in writing, stating experience, salary 

age to Fk. Best. Advertising Man 

ager. Refrigeration Division 
PUBLISHERS OF DIRECTORIES and T & G have a vacancy for a good visualiser 

official indbooks requir 

“Mtatives for West Co ry an b ; 

Wales. This appointment would be < who prefers being busy, can fit into a 

interest to those who may | | 

earning £1000 a year and are secking ) 

coraing £1000 8 year an@ are particularly happy group and would like to 

Box 5714 Ad. Weekly 180 Fleet St EC4 


stay. The job is mainly concerned with the 
FIRST CLASS general side of the Agency's work and 


GENERAL ARTIST experience on technical accounts is not 


also essential. He should have the ability to 
RETOUCHER develop his own or the team's ideas in 


Required the form of good pencil roughs including 
Ideal working conditions. figure work and lettering. 
Top salary to right men. 


CREST PUBLICITY LTD. , f 
35, EW GOD SEES, Ws Send brief details « 
GROsvenor 3026/7 Studio Manager, & G., 101 St. Martin's Lane 


«perience and salary required to 


NATIONAL TRADE JOURNAL chane idon, W.C.2 
ing format and editorial policy 
go-ahead space representatives 

Of parttime, various parts of country 
Good mmission and prospects 

Box “7 Ad Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 884! (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


AN ADVERTISEMENT REPRESENTA- 


TIVE with a knowledge of British in- 
dustry required by specialised journal 
for a position with possibilities for the 
future A man of outstanding re- 
source and ability will be adequately 
remunerated, Write to 

Box 5571 Ad. Weekly 180 Fleet St EC4 


A LONDON ADVERTISING AGENCY 


requires the following assistants in the 
Accounts Department 


Two experienced § clerk / book- 
keepers (male or female)—one must 
be versed in Agency Accounts 
procedure and the paying of 
newspaper, blockmakers, printers 
purchase accounts 
One typistiaccounts clerk (female) 
for the preparation and typing of 
invoices and statements Know- 
ledge of book-keeping and agency 
practice an advantage. Fast accurate 
typing essential 
These positions are permanent and 
offer scope for advancement for the 
intelligent ambitious applicant. Good 
working conditions in the West End 
5 day week. Send full details of ages 
experience and wage required to 


Box 5705 
Advertiser's Weekly 160 Fleet 6t EC4 


WAGES CLERK (ady) required, Senior 


position Knowledge of Anson method 
and departmental store experience pre 
ferred Apply Staff Controller, Arding 
& Hobs Ltd Clapham Junction, 
SWll 

AVOUT MAN OR WOMANS, to plan 
make-up and prepare page roughs for 
haa a ZS Must | able to scale 
blocks and make approximate cast-off 
for copy Some experience of masking 
and grouping photos an advantage De 
tals and salary requited to 

Box 5689 Ad. Weekly 180 Fleet St EC4 


112 


Octoper 8, 1953 


CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 fines. Box No. 
charge, one line plus 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MLST BE PREPAID. Address “Advertiser's 
Weekly,”” 180 Fleet Street, London, E-C.4. CHAacery 8844 (Ex. 25). 


| APPOINTMENTS VACANT ‘ 


Siteations Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man ated 14-64 inclusive or a woman aged 18-59 inchusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952."" 


Export Advertising 


Intelligent young man required to assist in the Export 
Advertising Department of a leading manufacturer. 
Must be prepared to work outside London. 
Write stating age, salary required and give brief details 
of experience to 

Box 5753 
Advertiser’s Weekly, 180 Fleet St., London, E.C.4 


1ONDON DISPLAY ART MANt FAC GOOD ALL-ROUND ARTIST required, 
TURERS require artist trained in design salary £14 per week. Write giving de- 
and preferably also but not necessarily tails 
in construction of display stands and 
sales aids) The company’s emphasis is 
upon good taste in contemporary de 
sign, and for that reason inexperienced 
applicants having the contemporary 
slant and the ability to translate into 
display will be considered 
Box 568 Ad. Weekly 180 Fleet St BC4 


ORDER CLERK for Manufacturing 
Stationer in the City Experience pre 2 
ferred but full training given. Canteen 
S-day week. Salary according to quali 
fications. Apply in own handwriting 
Box 5640 Ad. Weekly 180 Ficet St EC4 


613 Ad. Weekly 180 Fieet St EC4 


STUDIO BRIGGS 
require 


artists for 
black and white and colour. 


retouching 


Only top class men need 


TWO VACANCIES 


TYPOG RAPH E R with corsiderable 


experierce in press advertisement typography ae cauit : velo 


and adaptations. Given a rough and finished art 


apply. Phone for appoint- 
ment. 


MUSeum 8434 


22, Chenies Street, W.C.1. 


preterably with news- 

sified adverts 
existing 
s with hese rlant group 
London post offering 
for energetic careful 


yo NG M AN, 


work he should he cble to produce clear and pplicent. Apply in strict confidence to 


precise type mark-ups. His knowledge of tvpe 


“) Ad. Weekly 180 Fleet St €C4 


PRODUCTION ASSISTANT (Male) re 
quired by West End store in re 


and printing processes should erable hin to ised Advertising Dept. Must hi 


work in collaboration with our designers to 
produce outstanding, technically flawk ss si 


advertisements and intelligent adaptations, 


LAYOUT MAN wh» has agency 


experience in working out visuals into very neat 
clients’ roughs; he must have a good knowledge 
of typography and a sense of design enabling 
him to assist a typographer with adaptations. 
Please write giving details of experience, age, 
salary required and when available for interview. 


Art D-rector 


OSBORNE-PEACOCK 


store experience in Press and Print ad 
vertising Age under W Apply stat 
ing previous expericnce and salary de- 


to 
So87 Ad. Weekly 180 Fleet St EC4 


PRODUCTION 
MANAGER 


wanted 


for large photo-display studios. 
First class prospects for re- 
sponsible, hardworking man 
seeking permanent, interesting 
position. South London. Personal 
interviews to applicants who 
state briefly and effectively their 
qualification for an unusual 
opportunity. 


Box $752 
Advertiser's Weekly 180 Fleet St EC4 


ENGINEERING PUBLICITY. Young 


ale assis t quired for general )- 
26a Albemarle Street London W1 ecilen detest ae vane ll we 


duction duties in publicity departmest 
large London engineers, copywriting 
layouts, some engineering back- 
desirable Reply stating age, 

and salary required to 


Box 5702 Ad. Weckly 180 Fleet St EC4 


Leading 
South African Agency 


requires a first class 


COMMERCIAL 
ARTIST 


An excellent salary is 
offered. Interviews 
will be held in London. 
Do not send specimens 
in first instance but 


write very fully to: 


Box 5709 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN to assist principals in 


small (growing) Advertising Business 
Agency experience includes knowledac 
of press advertising routine would re 
commend, but all-round aptitude also 
important. Write first: Lloyd, 6 Rupert 
Street, W.1 


EXPERIENCED LEDGER CLERK re 


quired by West End Publishers. Reply 
n confidence, stating age, experience, 
ete, to 

Box 5756 Ad. Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT, experienced 


in copy detail, ordering and checking 
blocks and typesettings, required by 
W.E. Agency. Write full particulars 
including expected salary to 

Box 5693 Ad. Weekly 180 Fleet St EC4 


Progressive Agency 
will shortly require 
FIRST CLASS SENIOR 


ARTIST | 
VISUALISER 


with wide Agency or Studio 
experience, capable of produc- 
ing high quality roughs in pencil 
and ink on a wide variety of sub- 
jects also limited finished work. 
We have in mind that the man 
chosen for this position will be 
able to rise in a short time to 
Studio Manager. 

Write in the first instance 
stating experience, age and 
salary required. 


Box 5713 
Advertiser's Weekly 180 Fleet St EC4 


DISPLAY | EXHIBITION 


COMMERCIAL 


STUDIO. 
Wanted: Young lady, for general as- 
sistance in above work, must have 
experience in display and exhibition 
Large comfortable studio. No Satur- 
days. Ring Chief Designer for appoint- 
ment, Rc 1178. Replicards Ltd, 
London N19 

ARTIST required by 
Motor Accessory manufacturer situated 
in West London. Experience of line 
drawing and a good standard of Ietter- 
ing essential. Write giving details and 
salary required. 

Box 5641 Ad. Weekly 180 Flect St BC4 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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OctToBerR 8, 1953 


APPOINTMENTS VACANT : 


Martin Harvey 
require 


COPYWRITER 
VISUALISER 


A youngish man with first-class 
all-round creative talent would 
find this position one of in- 
creasing value to him. Appli- 
cants must have had some 
agency experience. They will 
be expected to reveal a sound 


commercial sense a versatile 
mind and much practical 
ability. 


COPYWRITER 


Will work on large and small 


assignments for a variety of 
General anod_ Technical 
accounts. Versatility in both 


outlook and style is essentia!. 
Some ability in the production 
of “discussion scamps” to sup- 
port copy would be an advan- 
tage. Agency experience desir- 
able. 


LAYOUT MAN 


Young man with ideas and a 
lively constructive approach 
to all presentation problems of 
press and print, Good design 
sense and studio or agency 
experience essential. Visuals, 
some finished) = roughs for 
clients, and the occasional pro- 
duction layout or adaptation 
will be A sound 
sense of typography 
would be 


demanded. 
200d 
an asset. 


PRODUCTION MAN 


Preferably agency trained, The 
right man will be thoroughly 
experienced in all aspects of 


press advertising and print 
production, but he must also 
have “creative” ability for 
sound adaptation and the 
effective use of type. 

All the above will be addi- 
tional appointments to our 


organisation and offer reason- 
able opportunities for advance 
ment. Individual progress will 
he encouraged to the limit of 
merit and will certainly be in 
keeping with the contribution 


made to Our progress as a 
whole 

Applications (naming the vacancy 
concerned) in writing, stating age 
qualifications, experience and salary 
expected to: The Creative Director 


EDWARD MARTIN HARVEY 
ADVERTISING SERVICE LTD 
40 Sackville St., London, W.1! 


113 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


JUNTOR for PRODL( TION. Commence 


STUDIO IRWIN TECHNICAL LTD. 


have vacancies for 


FIRST-CLASS TECHNICAL 
ARTISTS 


Must be widely experienced with good working knowledge 
of engineering. Excellent opportunities for the right men. 


Also 


vacancies for good 


Ne salary ti50 pa Practica know! 

cdec all print processes typography 

bhiock making layouts Atlity to do 

i tering and rough visuals an advan 

tage. Write fully 

Box SI7S Ad Weekly 180 Fleet St BCs 
CATALOGUE 
PRODUCTION 

| MANAGER 
1 arge London retailer requires 
Manager for Catalogue Production 


Applicants who have 
extensive practical 


had recent and 
experience im all 


aspects of the work involved should 
apply, giving age. details of all pre 
yuus experience, to 

Box 5575 


Advertiser's Weekly 180 Fleet 61 EC4 


ae ~ pp pee hiks! CLASS, 
capah f otroducing new busines 
in tially required by exhibition, display 
and screen printing contractors, Write 
ARTISTS stating full particulars 
Box 4730 Ad. Weekly 180 Fleet St bO4 
rayvout MAN TYPOGRArIEM 
Write or tele hone or a intment to: quired immediately Preferably under 
P 4 fi ppo 0: 10 with sound agency experience tx 
STUDIO IRWIN TECHNICAL LTD rn gg =~ gg He 
. London agency Writ details ane 
ce l , experionce md INProxemat salary 
11 Gough Square, , E.C4, + CITY 2171 secoreeee ond sagtenmnate coters 
PRODUCTION ASSISTANT, experienced ARTIST required for preparation of Tech PRODUCTION ASSISTANT 
im copy detail with first-class knowl nica ine Drawings. Call with speci- 
edge of typesetting and process work mens at Personne! Department, Gestet- wich at least three years agency 
required by wal baowe advertising ner Ltd, Broad Lane, Tottenham, experience required by progressive 
agency Pleas N.15 London Agency. Write giving details 
Box S684 Ad Weekly 180 Fleet St EC4 


touc 


deta 


W.P.S. 
GENERAL ARTIST 


First class all round artist required to | 
work as one of a team in their Advertis- 

ing Agency's Studio | 
ability 


congenial surroundings. 


required to e 


356 Grays Inn Rd., London, W.C.1 


require a 


Good lettering— 


SPACE REPRESENTATIVE 


required in and salary required to 


London for Printing Trades rual 

Commission and expenses. Writ tat Box 5710 

ing full particulars of experienc ax Advertiser's Weekly 180 Fieet 61 EC4 

etc 

) “17% J “kis o ‘ 

Box S176 Ad. Weekly 180 Pleet St PC4 EXPERIENCED ARTISTS (female) re 
REQUIRED, for Advertisement Depart quired tor large North London firm 

ment of weekly journal, young min Must have sound knowledge of line 

with knowledge of make-up and pr drawing for catalogue work and 

duction, Applications stating age and general advertising Reply wiving age, 

full particulars, with salary required t& experience, and salary required, to 

Box $721 Ad. Weekly 180 Fleet St b(-4 Box 5591 Ad. Weekly 180 Flect St BC4 


handle airbrush 
hing an advantage 


to and re- 
Five day week, 

Apply with 
ils of experience, age and salary 


ART DIRECTOR, W.P.S., 


PRESSED STEEL CO. LID., Cowl» 
Oxferd, require layout assistant for 
pressed a refrigeration publications, 
catalogucs hooklet heattets, clk 
Reasonable xnowledgc typography, 
printing and process engraving. Apply 
in writing, stating experience, salary 
age to F R. Best. Advertising Man 
ager, Refrigeration Division 

PUBLISHERS OF DIRECTORIES and 
official indbooks requir pace repre 
sentatives tor West Country and South 
Wales. This appointment would be of 
interest to those who may now be 
earning 11000 a year and are secking 
more scope for their abilities 
Box *7:4 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS 


GENERAL ARTIST 


also 
RETOUCHER 
Required 
Ideal working conditions. 


Top salary to right men. 


CREST PUBLICITY LTD. 
76, NEW BOND STREET, W.! 
GROsvenor 3026/7 


NATIONAI 


ing 


go-ahead 
Or part-time, 
Good 

Box 57 


TRADE JOURNAL chang. 
and editorial policy requires 
space representatives Full 
arious parts of country 
ommission and prospects | 


format 


Ad Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8841 (Ex 25) 


Technical and General Advertising Agency 
Limited 


Member of the L.P.E. Group of Companies 


VISUALISER 


T & G have a vacancy for a good visualiser 
who prefers being busy, can fit into a 
particularly happy group and would like to 
stay. The job is mainly concerned with the 
general side of the Agency's work and 
technical is not 


experience on accounts 


essential. He should have the ability to 
develop his own or the team's ideas in 
the form of good pencil roughs including 


figure work and lettering. 


Send brief details of 
Studio Manager, 


xperience and salary required to 
& G., 101 St. Martin's Lane 
London, W.C.2 
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me CLASSIFIED ADVERTISEMENTS 
’ iets Sa acter Ome Haeaceiiann, nertemtmnet | PRODUCTION 


unless be or she, of the employment, is excepted from the provisions of the 


South African Agency Notification of Vacancies Order 1952 * | ASSISTANT 


segeles © fret ches APPOINTMENTS VACANT | required 


with thorough technical training 


{ = VISUALISER Copywriter and previous agency experience. 


Five day week. Superannuation 


7 & REQUIRED BY WORLD-FAMOUS MOTOR MANUFACTURERS | | *<he™e: Write giving full details 

+ and salary required to: 

a The vacancy is in the Advertising Dept.—situated in ae 
COPYWRITER London. The writing covers all aspects of advertising, ca catalog 


GREENLYS LTD., 


from press to catalogues. Although this is not 9 Berkeley St., London, W.! 


essentially a position for a “technical” copywriter, 


a: Top salary and unlimited applicants should be able to understand engineering _ eee 
i ADVERTISING DEPARTMENT of ecn- 
4 possibilities for a keen features and be able to drive a car. Please send full ginecring works in Willesden, N.W.10, 
. . require a Technical Ilustrator capable 
‘ details of qualifications, age and salary required to of orepering Une Giawiags Caowledas 
i of publication layout and photographic 
4 creative young man. Box 5751, Advertiser’s Weekly, 180 Fleet Street, E.C.4 experience an asset. Apply stating age, 
my (N ; a ‘ | experience and salary requ red to 
5 ; ; No specimens at this stage pleas ‘ox $723 “ - : 
“4 Interviews will be held its : wiardctnctitd ae SSS renee Gow vooes ae Se 
= ; PRODUCTION. Young man (20-24) with A SPLENDID OPPORTUNITY — for 
iv in London. Write fully exper ence in Agency production wanted young lady about 22-25 as assjstant to 
" by medium-sized Centre London Practi- Art Director in well-known London 
° tioners. Must have good knowledge Agency Shorthand typing ang con- s 
in first instance to: blocks, print. handling of press settin. s; siderable experience in Studio routine 9 
knowledge of typography also de ir- necessary requirements. Write, stating a in © 
able Good opportunity to progress age, experience and salary required 
, with growing firm Box 5714 Ad. Weekly 180 Fleet St EC4 
as Bex S767 Box $773 Ad. Weekly 180 Fleet St EC4 


ASSISTANT REQUIRED by Advertis- 
x Advertiser's Weekly 180 Fleet 61 EC4 ing Manager of leading Soft Drink 
FY, Company. Applicants should be between 


Leading Canadian WANT ANOTHER 
21 and W years of age and have a 
or'the ‘Department lo varied ang tere Publishing Firm EXPERIENCED 


‘ae PAINT MANUFACTURERS in the will be ample opportunity of advance- 

gl AR 8 —— Ee offers unique opportunity MAN IN THEIR 
heity Department. Please. write, ging essential. fut”. knowledge of ° Print _ an assured future to : 
pee gee on 8 . i be ‘ tre sed vant ose. Write in first instance stating the right —_ production 
Box S712 Ad. Weekly 180 Fleet St EC4 | Box S718 Ad. Weekly 180 Fleet St BCS Experience in selling of 


advertisin space 


essential, preferably in department 


INDUSTRIAL and 


A PU BLICITY MANAGER ENGINEERING fields. The man we are looking for is 


Age preferred 30—40. probably between 25 and 30 


7" ; 
bl ‘ years of age, with a background 
%, with Good commencing salary ~ 

a of at least 5 years advertising 


ie and expenses. oi as a 
on STRONG CREATIVE FLAIR Write full particulars, references, agency precuction aqpettenns. 


et:., and snapshot if convenient, to He must want to take pride in 
his work and be able to work 


ae nager n really think creativel Box 5706 ps 
: Publicity Manager who = y Y Advertiser's Weekly 180 Fleet St EC4 as a member of a team. If this is 
‘ss about marketing and advertising problems and who can sci Bi cl Mice Bhs tones Ceahlen 
im P 0 ba ¢ eC jC ic ‘ 
4 get the best out of a creative staff, is required for the ADVERTISING MANAGER of nding aa ; a ’ 
A : irm of Motor Cy anufacturers in yiVing “tails ¢ 
= publicity department of a group of companies. the Midlands requites assistant with ete wtiites a, Ce 
es : : drive and initiative. Must be experi- salary required, to 
fe Experience in the first aid, toiletry or medical and enced in handling correspondence and 
oe a good letter writer. Age about 25/30 
i pharmaceutical fields will be an advantage but the essential Write, giving full duals of experience, 
salar required. etc., 
s thing is that applicants can show proof of creative ability Be ee eis 1 ricet St pcg | | THE PRODUCTION MANAGER 
a in any field, allied to areal desire to think and ‘worry out’ R. S$. CAPLIN LTD. 
a problem. 
P . ASSISTANT 128 PARK LANE, LONDON, W.1 
There is a strong supporting staff of executives, 
together with art and photographic studios, copywriter SPACE BUYER MMTANE 96 AGEMIN nEBUC 
and a Public Relations Section. The administrative side ‘ TION MANAGER. Good knowledge 
required of Printing and Engraving. Able to do 
of the department is adequately staffed thus relieving the for rapidly expanding agency adaptations. £8 p.w 
TH. ; P ’ 2 Box $537 Ad Weekly 180 Fleet St EC4 
a Publicity Manager of most detail administrative work. with wide variety of accounts. 
Residence in the Home Counties will be necessary. Previous experience essential. ANOTHER PRODUCTION 
b aut "aaa M cae eet hea a ASSISTANT REQUIRED 
The position is pensionable and subject to profit sharing. Minimum age 25, State age, experienced Copy detail, proof! check 
Applicant should be between 30 and 40 years of age. full details of experience and ing, ote. Write kiving ful perticulars 
‘ ‘ ‘ ° e, xperience an ary re ire 
Send details of career and salary required, in strict salary required to Nie alta cui pee ee 
i NEw ms ADVERTISING SERVICE 
isi confidence to: Box 5771 ST. PAUL'S CHAMBERS, 
iy Advertiser's Weekly 180 Fleet St EC4 19123, iudcate — LONDON, 
: Box 5754 
: Advertiser’s Weekly, 180 Fleet St., London, E.C.4 | SECRETARY / SHORTHAND TYPIST, — EXPERIENCED AGENCY ARTIST. re- 
24°30 requ red by London Agency. | quired for London Agency. Slick 
Gees educational standard. initiative. | visuals, some finished work. S<cay week 
| pest He No Saturdays. Salary Good ones opportunity for really 
<cOrGing tO experience outstanding ma 


n 
Box S732 Ad. Weekly 180 Fleet St EC4 | Box S588 Ad. Weckly 180 Flect St BC4 


' Phone your Classifieds to CHA 8844 (Ex 25) 
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OcroBer 8, 1953 


APPOINTMENTS VACANT 


Progressive established Com- 

pany in the Provinces manu- 

facturing Agricultural products 
requires 


ADVERTISING 
MANAGER 


with ideas, capable of producing 
layouts, leaflets, etc. Some 
knowledge of farm 'ife and 
photography preferred. 

Good permanent position for 
for the right man in a first-class 
organisation. When applying 
please state age, experience and 
salary required, which will be 
treated in strictest confidence. 


Box 5599 
Advertiser's Weekly 180 Fleet 61 EC4 


FIRST-CLASS RETOUCHING ARTIST 
REQUIRED: lhis appointment in a 
leading London Studio calls for a fully 
experienced man. Top salary and per 
manent position Write in confidence 
Box S528 Ad Weekly 180 Fleet St EC4 


LAYOUT ARTIST 
REQUIRED 


by medium-sized London agency 
handling national accounts. Slick 
pencil layouts for client, and 
ability to adapt and mark up 
own work accurately is essential. 
Agency experience an advantage. 
State salary required. 


Box 5747 
Advertiser's Weekly 180 Fleet St EC4 


FIRST-CLASS 
REQUIRED: 


TECHNICAL 
London Area Must be 
experienced in handling all forms of 
technical illustrations including Air- 
brush in half ome and colour for re- 
production Wr 

Box $429 Ad Weekly 180 Fleet St EC4 


ARTIST 


ACCOUNT 
EXECUTIVE! 


Live creative/administrative man 
with full agency experience 
required by Northern I.P.A. to 
handle block of accounts with 
visualising team. 


Only man with ability to cope 
with high pressure work in- 
cluding campaign planning need 
apply. He should consider 
£800 p.a. as starting salary only. 
The job has definite prospects. 
Bonus and pension scheme when 
on permanent staff. 


Box 5729 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG LADY TO ASSIST IN ORDER 


DEPT. of West End Advertising Office 
Goo4 writer typ ng an advantage 
Good prospects and salary Easy hours, 


alternate Saturdays 
Write: 
Box £724 Ad. Weekly 180 Fleet St EC4 


Luncheon vouchers. 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


ment of a large 
equipment, and 
good education, 


tion and writing of 
unlimited opportunity. 
remuneration, 
closely with the 


Your Opportunity 


This is a Key position in the Advertising Sales Depart- 
Organisation 
calls for a keen young man age 25-30 of 
preferably technical. 
for an important executive post dealing with the concep- 
technical 
The 
The successful applicant will be working 
Managing Director and the Advertising 
Manager in a cordial atmosphere. 
pension scheme available. 


Box 5680, Advertiser's Weekly, 180 Fleet Street, E.C.4 


manufacturing industrial 
He will be trained 


publications. There is 
position will carry excellent 


There is a contributory 
Please write fully to: 


KEEN, ENERGETIC LADY 
outdoor 


quired as 

Representattive for old establisheg bigh 
class weekly magazine. Write stating 
experience to 


Box $731 Ad. Weekly 180 Fleet St EC4 


PUBLICITY MANAGER 


required 


ty ‘well-known London Soft Drinks Firm 


to take charge of all forms of 
publicity, sales promotion, adver- 
tising, public relations, display 
etc. Preferably 30-35. Must be 
very keen and full of ideas. This 
is not an easy job. Hours will be 
long and work hard, but 
prospects good. Send full details, 
age, experience, present salary to 


Box 5770 
Advertiser's Weekly 180 Fleet St EC4 


(25-35) te- 
Advertisement 


LETTERING 


A TECHNICAL 


PRODL CTION, Man or woman required 


immediately to take over production 
side of small West End Agency. Wri « 
Stating experience and salary requi.cd 


to 
Box 5776 Ad. Weekly 180 Fleet St BC4 


ARTISTS AND TICKET 
WRITERS required Experience and 
improvers Permanency Apply in per- 
son to G Hayward March Lid 321 
Lille Road SWo6 

\ SHORTHAND TYPIST required by 
The Schoolmaster and Woman Teacher's 
Chronicle. Hamilton House, Hastings 
Street, WC Pleasant = condit.ons, 
good prospects and all facilities: Write 
to The Manager stating experience, 
age and indiwate salary 


WRITER jequired by 


firm in N ondon area manufactur 


ing aircraft clectrical equipment. Appli 
cants must have concise style and b 
capable of compiling technical speciti 
cations from data or drawings. Electr val 
knowledge essential The position is 
superannuated and gives conside able 
scope to an ambitious man with ad 
Quate experience. Write stating experi 
ence, age and salary requred to 

Box 5722 Ad Weckly 180 Fleet St EC4 


YOUNG MAN required for Adverttise- 
ment Department of Publishers Must 
be willing any conscientious, preferably 
with knowledge of blocks, etc bull 


detail to 
Weekly 180 Fleet St EC4 


Box $774 Ad 
LETTERING ARTIS! wanted 
2Ipm. J. 1 ol Carey 


apply 12-2 
W.C2, of HOLborn 


improver 
Laking, 
Street, phone 
| o7v1 
ADVERTISING REPRESENT ALIVE 
WANTED to sel! Screen space. Good 
media. 20 per cent commission. Re‘er- 
essential Magnet Advertising 
Ltd, 91 Stoke Newington Church 
London, N.16. (Phone: Clissold 


THE BRITISH BATA SHOE CO. 
ave vacancy for first-class 
artist with sound up-to-date 
in handling of 


Ltb., 
creative 
experience 
Press and window dis- 
| play advertising The salary paid will 
| be commensurate with experience and 
the prospects are excelient. S-day week, 
| Staff restaurant Accommodation in 
| Company's Hotel available Applica- 
tions, a@.ving full details of age, en- 
perience, ctce, should be sent to the 
| Stafl Manager, East Tilbury, Essex 
— 


JUNIOR 


TYPOGRAPHER 


| wanted by 
| 
| 


PRITCHARD WOOD 


We are looking for a young 
typographer who is now work- 
ing in an Advertising Agency and 
who wants to extend his ex- 
perience and work on National 
Accounts. 5-day week. Canteen. 
Please write fully, giving par- 
ticulars of experience, age and 
salary required to H. C. Caffin, 


| | F.C. PRITCHARD, WOOD & PARTWERS LTD 
25 SAVILE ROW, W.1 


nu ee oo LAYOUT AND LETTERING 
A 


IST to give general assistance in 
| small Agency Write age, experience 
and salary required 


Box S711 Ad. Weekly 180 Fleet St BC4 


BOOK-KEEPER required 
Sueet Agency Agency 
purchase ledgers, etc. Under W), 
week, excellent conditions ani 
pects. Write fully in confidence to 


for 


5S day 


Box $725 Ad. Weckly 180 Fleet St BEC4 


WANTED 


Under % years of age with 
good advertising . experience a 
man or woman of personality 


and good education. Copywriting 
experience and ability to judge 
creative work constructively an 
advantage. This agency position 
offers valuable experience, in- 
teresting work and a good salary 
to the right applicant who will 
be = engaged upon various 
National accounts and will be 
responsible for the agency's ser- 
vice to a number of small adver- 
users. Write giving full details 
of experience and salary required 
to 
Box 5777 

Advertiser's Weekly 180 Fleet St EC4 


Fleet 
experience cn 


pros- 


SPACE SALESMAN for 


ASSISTANT (lady) for directory complia- 


tion, and to asswt Editorial Product on 
Manager. Permanent position for senior 
Person with ability to work on own 
iMitiative. £7? weekly. Apply Mr. Ben 
nett, Sawel Publications Ltd 
4. Ludgate Circus, London, EC.4 


"Phone Ch Ntral 4353 

A save ABLE SALES OFFICE EXE 
CUTIVE preferably in thirties, suitably 
experience 1 and qualified alo ‘to cover 
duties of Advertsing Manager Writ 
details past experience, 
order age and salary required to: Manag 
ing Director, Rest Assured Mattress & 
Upholstery, Companies, Sheep Street, 
Northampton 

well ¢ tablished 

semi-trade weekly Rapid promotion to 

Advertisement Managership for the right 

man Write, age, experience, salary, 

etc 

Box $775 


Ad. Weekly 180 Ficet St BC4 


chronological 


require top level creative 


An extremely versati| 
embracing a keen ur 
lettering and the ability 


salary required. 


Brettenham Ho 


MeCann-Erickson 


ADVERTISING LIMITED 


require 


SENIOR 
VISUALISER/ ARTIST 


This is a job for an unusual combination of talent. 


with the ability to produce finished roughs. 
a good knowledge of figure 
tion of lettering and typography. 


LAYOUT MAN 


sense 
derstanding of typography and 
to produce finished roughs. 


Please write for an appointment stating experience and 


Gemral Manager 
McCANN-ERICKSON ADVERTISING LTD. 
¢, Lancaster Place, W.C.2. 


We 
layout planning and ideas, 
This demands 
drawing and a full apprecia- 


of design is wanted, 


*Phone your Classifieds to CHA 8844 ( Kx 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


MASTER'S 

OF SINGAPORE 
WANT TWO 
ARTISTS 


MASTER'S LIMITED, ADVERTISING AND ASSOCIATED 
SERVICES, SINGAPORE, oOld-established European 
agency, have these vacancies: 


COMMERCIAL ARTIST 


Experienced commercial artist required as assis- 
tant in Art Dept. Sound knowledge modern 
techniques, reproduction processes. Capable of 
producing original ideas for press, cinema slides, 
posters, booklets, etc. Practical experience in lay- 
out, rough visuals, finished artwork in line, half- 
tone, full colour. Ist class passage provided, 
months leave on basic salary after 3 years. 
Provident fund, free medical attention. Salary 
commensurate with experience, ability. Interview 
by executive of company now in London. Apply, 
with full details of personal history, past and 
present employers, to 


Artists, c/o Foote, Cone & Belding Lid., 
27 Hill Street, Berkeley Square, London, W.1. 


LAYOUT ARTIST 


Experienced layout artist required, able to carry 
through to finished stage for processing. Ist class 
passage provided, 6 months leave on basic salary 
after 3 years. Provident fund, free medical atten- 
tion. Salary commensurate with experience, 
ability. Interview by executive of company now 
in London. Apply, with full details of personal 
history, past and present employers, to— 


Layout, c/o Foote, Cone & Belding Ltd., 
27 Hill Street, Berkeley Square, London, W.1. 
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CLASSIFIED ADVERTISEMENTS 
pn APPOINTHINTS VACANT | 


Situations Vacant: ‘The 
be 


answering these advertisements must 


mm mye Fe ey Pe Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
unless is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


he of she, or the employment, 


j bil 


c r 


Pp 


LONDON ADVERTISING AGENCY 
(1. P. A.) 
handling an increasing number of important National Accounts 
requires 


PRODUCTION MANAGER 


The post demands a man aged about 35 who has had at least 5 years’ Agency 
experience. Apart from technical knowledge he must be qualified to take 
P y for the organisation of a busy Production Deparr- 
ment. The Agency works a five day week and operates a profit sharing 
scheme. Write giving full details of past experience and salary requirec : 


Box 5750 
ADVERTISER'S WEEKLY, 160 FLEET STREET, E.C.4. 


YOUNG SPACE-SALESMAN who is 
looking for an opening, where merit 
will be rewarded by promotion and 
salary imereases, iS required by a well- 
known group of Fleet Street periodical 
publisning companies. Selling classified 
and smal! display spaces will be the 
preliminary test and, if successtul, a 
position selling display space on one 
of the group's periodicals will be ar- 
ranged Commencing salary £7-48 
Particulars of age and experience to 
Box Si86 Ad. Weekly 180 Fleet St EC4 

SECRELARY ASSISTANT required by 
Associate Director of West End Ad- 
vertioing Agency Previous Agency 
experience essential, S-day week. Par- 
ticulars of experience, age and approx 
Salary to 
Box 5649 Ad Weekly 180 Fleet St EC4 

AIRBRUSH RETOUCHER for gencral 
retouching Permanent position for 
fully experienced man Marshall Studios 
Lid., 28 Kingsway, W.C.2 

SPACE SALESMAN required = covers, 
folders. Greater London area, 25 per 
cent commission, references. WEMbicy 
3714 

= GHULY EXPERIENCED LAY- 

ARTIST AND VISUALISER 
+ ED: Must have ability to pro- 
duce ideas and finished roughs Top 
salary and permanent position. 
Finishes lettering an advantage. Write 
in confidence 
Box 5530 Ad. Weekly 180 Fleet St EC4 

SECRETFARY-ASSISTANT is required by 
well-known West End Advertising 
Agency. She must be a competent typist 
and have no objection to working with 
dctauphone, Must be of good education 
and some experience in advertising 
would be an advantage. She would 
also be required to take a considerable 
Share in routine such as maintaining a 
library filing and general office work 
Box 5733 Ad. Weckly 180 Fleet St EC4 

EXPERT COPY TYPIST required by 
West End advertising agency for the 
typing of accounts. Apply Lambe & 
Robinson Ltd., Sceptre House, 169, 
Regent Street, London W.1 

ARTIST required for Agency Studio 
Must be first-class man, preferably with 
at least ten years’ studio experience. 
Write in first instance giving age, ¢x- 
Perience, salary required to 
Box 5634 Ad. Weckly 180 Fleet St EC4 


COMMERCIAL ARTIST wanted. Good 
opening for Junior Artist with some 
studio experience in still life and figure 
work Write stating age, experience to 
Hallons Advertising Service. Arkley 
Road, Walthamstow, 17 


LEADING INDUSTRIAL magazine re- 
quires space seller of proved ability 
Applicants must submit evidence of 
previous success Salary £750 per 
annum. plus commission. Apply 
Box S717 Ad. Weckly 180 Fleet St EC4 

FIRST4(LASS LETTERING ARTIST 
required. Ring CITy 8101 

LAYOUT. Artist required for established 
London Agency. Must be capable of 
producing high-class layouts for clients” 
Presentation. Previous agency expcri- 
ence essential. Full particulars to 
Box S632 Ad. Weckly 180 Fleet St EC4 

SLOUGH. Artist required by engineer- 
ing Organisation, Farnham Royal, Nr 
Slough. to work on sales brochures, 
lettering, retouching, etc. Write giving 
details of experience to 
Box S781 Ad. Weckly 180 Fleet St BC4 


| 


PRODUCTION MAN with = previous 
ageacy cxperience for Londo. Agency 
to handle high<tass sales literature 
Must have sound knowledge of process 
work and type faces. Write fu ly stating 
age, experience, salary requited to 
Box 5633 Ad. Weckly 180 Flect St BC4 

LETTERING AND GENERAL ARTIST 
wanted in small Studio, London, 
S.W.1. Age under 30, male - tails of 
experience and salary require 
Box 5749 Ad. Weckly 180 Plect St EC4 


Leading 
South African Agency 


requires another keen, 
experienced 


ACCOUNT 
EXECUTIVE 


This is an unusual op- 
portunity for a man 
under 35 with a good 
Agency record. 

Applicants will be in- 


terviewed in London. 
Write fully to 


Box 5708 
Advertiser's Weekly 188 Fleet St EC4 


CREATIVE VISUALISER. Must be able 
to produce quick pencil roughs for 
folders and advertisements and produce 
good finished layouts. Knowledge of 
typography and production an advan- 
tage. For self-contained Publicity Dept. 
of well-known Company manufacturing 
Heating and Sanitary Appliances. Offices 
West End Write, giving details of 
agc, experience and salary required to 
Box 5758 Ad. Weekly 180 Fleet St EC4 

JUNIOR ARTIST required, aye 20-24, in 
Advertising Department of large elec- 
trical engineering and domestic appli- 
ance firm in South-East London. Ap- 
Plications in writing to Employment and 
Welfare Manager, Johnson & Phillips 
Limited, Victoria Works, Victoria Way, 
Chariton, London. S E.7 

STILL LIFE ARTISTS experienced in 
first-class line and colour work required 
by London Studio 
Box S759 Ad Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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OctoBeR 8, 1953 


APPOINTMENTS VACANI 


A VACANCY OCCURS in well known 
Advertising Agency, W.C.2 district for 
expericnced female shorthand typist 
Interesting, progressive position Staff 
<camtecn. Phone HOLborn 4343, Ext 
271. 

PUBLICITY REPRESENTATIVE _ re- 
quired to arrange dealer co-operation 
and point of sale support for ““Rufflete™ 
brand nationally advertised specialities 
Must be free to travel extensively in the 
U.K. ang be experienced in sales po 
motion, staff training and accustomed 
to giving arranged talks and demonstra- 
tions to selected groups. Car provided 
an{ pension scheme operating. Please 
state present salary, age, ctc., by letter 
to Norman Jones, Thomas French & 
Sons Ltd., Chester Road, Manchesic., 


EXPERIENCED LETTERING ARIIs1 
wanted for Commercial Studio in lead- 
ng West End Agency S-day week 
Good prospects. Write, stating experi- 
en and salary to 

S761 Ad. Weckly 180 Fleet St EC4 

small studio W.2 district 
artist carly twenties 

d Military Service. Five- 

day week permanent § position g00d 

prospects, pension scheme. Apply 

Box 5757 Ad. Weekly 180 Fleet St EBC4 


PRODUCTION 
CONTROLLER 


AND 


ASSISTANT TO 
PRODUCTION 
MANAGER 


ARE REQUIRED BY 
Graham & Gillies Ltd. 


PREVIOUS AGENCY 


young 
having complet 


EXPERIENCE 


ESSENTIAL 
* 
Please write, stating age 


previous experience and 
salary required to 
PERSONNEL MANAGER 


GRAHAME GILLIES LTD 
37 Golden Square, London, W.! 


APPOINTMENTS WANTED 


ADMINISTRATOR 
Oxford University graduate and 
barrister-at-law with cons derable 
administrative experience im adver- 
tising requires a position with 
responsibility in a goO<#head firm. 
Age 40 

Box 5746 
Advertiser's Weekly 188 Fleet St EC4 


YOUNG MAN, age 20. sccks post as 
learner in Production Dept. of Adver 
tising Agency. 2 years’ experience Ad 
vertining Department Ficet Street 
Publishers 
Box $762 Ad. Weekly 180 Fiect St BC4 

BRILLIANI COPYWRITER. Good 
Salesman modest lhow seeks job 
with a view in agency with a horizon 
Box 4765 Ad. Weckly 180 Flect St EC4 


GERMAN — ARTIST wishing to 


gan exp m n English Studio. Let 

1 2 o ¢ and Retouching 

Box 5737 Ad. Weckly 180 Fleet St EC4 
CAN YO baci a good post in any 

field thing to an advertising 

rey tative ah wants t take an 

other step uf 2s DAA 6 yeas 

exp ncluding Agenc 

Box 69 Ad Weekly 180 Fleet St Ei 4 


iu 


CREATIVE GENERAL ARTIST, female 
Age 2‘. 4 years’ experience. Enthusias- 
tic, clean worker 


Box S766 Ad. Weekly 180 Fleet St EC4 
SALES MANAGER, 4], ASMA. re- 
quires position, 18 years with leading 
breakfast cereal company First-class 
organiser, possessing abundant initiative, 
tact and drive. Sound practical know!l- 
edge of selling and training men in the 
field. Willing to travel or live any- 
where 
Box 5767 Ad. Weekly 180 Fleet St EC4 


EDITORIAL CREATIVE 
SPECIALIST 


seeks position 

with Agency interested 
Advertising Technique. 
Box 5736 

Advertiser's Weekly 180 Fleet St EC4 


in Editorial 


a ‘CESSYUL MANAGER PRINTING 


RADE expericnced Sales ang ail 
Depts 
Box 5727 Ad. Weekly 180 Fleet St BC4 


VERSATILE MAN (48) experienced both 
sides industry desires post as Personnel 
or PR.©O. Many qualifications. 

Box 5728 Ad. Weekly 180 Fleet St EC4 

WOMAN GRADUATE Hons. English, 
25, with fluent French and Market 
Research experience secks position as 
traince copywriter. 

Box 5726 Ad. Weekly 180 Fleet St EC4 

BLOCKMAKERS SEPRESRATATAVG 
secks change. Experienced man, Lon- 
don connection, 

Box 5740 Ad. Weekly 180 Fleet St EC4 


LADY with Advertising and Sales ex- 
perience, good correspondent, having 
held administrative and confidential 


Position with large 

secks chan nee 

Box S741 Ad. Weekly 180 Fleet St EC4 
YOUNG WOMAN with experience at art 

buying seeks change and wider oppor- 

tunities in Agency or studio, Typing 

if required 

Box 5778 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT MANAGER 


of High Class Trade journal 
wishes to enter the National field. 
Would welcome opportunity with 
leading publishers as Space Representa- 
tive. Excellent selling record and good 
background in advertising. 


National advertiser, 


Box 5695 
Advertiser's Weekly 188 Fieet 81 EG4 


COMMERCIAL ARTIST, age 184, 
exempt National Service. now free. 
keenly interested enter profession as 
trainee. Nominal salary. Write Box 
Z.T 893. Deacon's, 36 Leadenhall 
‘vreet, E.C 


MALE SHORTHAND-TYPIST | studying 
for DAA. secks post as Assistant with 
view to permanency On creative staff 
Initiative and personality; specimens. 
Box S612 Ad. Weekly 180 Ficet St EC4 


Senior 
Visualiser 


seeks appointment as 
Art Director, Group Leader 


or similar responsible post. 


Considerable experience 
with leading London 


agencies. 


Replies will be treated 


in strict confidence. 


Box 5755 
Advertiser's Weekly 180 Fleet 61 EC4 


GENERAL ARTIST WITH USEFUL 
design sense desires change Would 
prefer post on suitable creative sid 
roughs and some finished work if neces 
sary Studio, agency and free-lance 
experience. Able to work on own initia 
tive (not figure artist) 


Box 5764 Ad 


Weekly 180 Fleet St PC4 


agency. 


Young Man with 
IDEA BOX 


that seldom fails when called upon 
offers an equally proficient pen. . 
all-media experience . . 
to do a sound and conscientious 
(albeit amply rewarded) job of copy- 
creative work for some progressive 
Canadian Agency background. 


Advertiser's Weekly 180 Fleet St EC4 


. plus 
. plus the desire 


Box 5763 


AMBITIOUS 
ably 
Box $779 Ad 

YOUNG 


YOUNG 
Position im space 


LADY 
sclling ficid 


secks 
Preter 


with Women’s Journals 


Weekly 180 bFicet St £4 


EXPERIENCED and commer 


cial radio and film executive secks part 


or full 
write 
Box 4735 Ad 
EDITORIAL 
secks 


time 


agency position Please 


Weekly 180 Fleet St C4 


CREATIVE SPECIALIST 
position with 


agency interested 


in editorial advertising technique 

Box 4736 Ad. Weekly 180 Fleet St EC4 
YOUNG MAN, sound knowledge Litho 
letterpress, colour printing (estimating, 
orders, production on paper and car 
toms), seeks responsible post in adver- 
tising or print buying, ctc 

Box S768 Ad. Weekly 180 Fleet St BC4 


SHORTHAND-TYPISTS. Private Secre- 


tarics, 
urgent 
Bureau, 
Street, 


Clerks, 
need of staff, contact 

Excel 
W.C.2. 


etc. you are in 
Embaasy 
House, Whitcombe 


(WHiltehall 5924). We 


specialise in efficient personnel. 


FREE LANCE SERVICES 


FIGURE STUDIES 


tact 


Lansdowne Studios, 
Road, S.W.9. Tel. 


PIN-UPS, ctc. Con- 
7 Stockwell 
Brixton 3711. 


PACKAGE AND POINT OF SALE de- 


signer 
Phone 


secks 
PERivale 


additional 
9126 


COMMssIONs. 
c/o Duplay 


Electronics Ltd. 


FREE LANCE JOURNALISTS 
REQUIRED. Used to interviewing at 
top level State fee per thousand 
words 
Box 4742 Ad. Weekly 180 Ficet St C4 

MAGAZINE LAYOUT AND ART- 
WORK by an experienced artist. Any 
type of book undertaken Moderate 
charges 


Box 5498 Ad 
DESK SPACE 
offered good 
lettering and 


Pleasant Office 


Box 5744 Ad 


Weekly 180 Fleet St EC4 


anj £20 work monthly 
free-lance artist- (layout, 
some finshed artwork) 


Holborn are 
Weekly 180 Fleet St LC4 


ACCOMMODATION 


OFFICE or 
dilly 


desk 
suitable 


Picca- 
artst 


close to 
free-lance 


space 
for 


phone GERrard 8364 between 10 a.m, 


and 5.30 p.m. 


WE ARE A GROUP of Free lance artists 
looking for one or two others to share 


our excellent accommodation MAY 
3007 

YOUNG LADY COMMERCIAL 
ARTIST requires Studio Accommoda 
tion Write, giving full particulars to 
Box RIS-CGAL Panton “rect, 
London, S.W.1 


BUSINESS OPPORTUNITIES 


WF ARE BUYERS our thou s of 
Lady Mail Order Customers are wait 
ing for your Scents, Creams, Drews Ac- 
cessories, ¢tc. Write 
Box 5780 Ad. Weekly 180 Fleet Si EC4 

PUBLISHERS of weckiy magazine with 
nat onal distribution require for an 
sion capital or amalgamat« with 
concern. Write in confidence 
Box £760 Ad. Weekly 180 Fieet 104 

ADVERTISING AGENCY, o° tab 
lished, fully recognised, Registe Prac 
tiioners§ offering D rectors’ nal 
attention, can efficiently hand " 
two more small to medium ac it 
Box 5739 Ad. Weekly 180 Flee 104 


’Phone your Classifieds to CHA 8844 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


SALESMAN FOR HIRE. Seniwr Adver- 
tising Man, fully qualified every aspect 
based on E. Kent with office facilitics, 


secks local representation or Agency for 


sciling (space or commodity), contact, 
control, etc. Commission basis 
Box 4745 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress 
photo-litho process plant) 
CARILLON PRESS LTD. 
Colour Printers, Bournemouth 
Telephone Boscombe 46835 

London Office 98-100 Fleet Street, 
EC4 Phone: CENtral 1740 


(own 


fine 


PRINTERS 


LARGE BUYERS OF PRINTING. or 


Publishers with orders to place wanted 
Interest offered in go-ahead printing 
works ideally equipped tor high-class 
work, bookwork, colour work, periodi- 
cals. Most modern plant consist ng of 
5 Linotypes, }—-20 jin. x Win, fast 
running, new, fully automatics; Quad 
Demy S.W.7. Thompson; 3 knife tim 
mer, 4 folding machines cte, etc 

Box 5738 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


IMPROVE °. LETTER FILES. 


Ask for 
list. GAZEBO, $7 


Packington Road, 


Acton, London, W.3. ACOrn 4731. 
SIRPI (H. de la Chassagn > - 

Gomez Homen), International Service 

Agency, Via Visconti di Modrone, 6, 


ARE YOU COLOUR-CONSCIOUS? Few 
people deny the importance of colour 
for publicity purposes Why not take 
advantage of our extensive THREE- 
DIMENSIONAL OCOLOUR PHOTO- 
GRAPHY service? Ideal medium for 
Stand contractors, display consultants 
and all forms of advertising Write 
for particulars. No obligation. 

Box 5698 Ad. Weckly 180 Fiect St BC4 

PIN-UPS for newspapers, magazines and 
calendars, also free lance artists. Par- 
ticulars, of these and of our enormous 
Medel File, apply Philip Gotlop Photo- 
graphs Lid., 24 Kensington Church 
Street, W.8. 

DEBTS COLLECTED throughout Britain 
No result--no commission Brilegal 
(Estab. 1919) 80 Leeds Road Bradford, 


Advertisers’ Aid—WNo., 3 


The Newspaper Society asks recipients 
to note the following corrections 


Page 76-—Wharfedale & Airedale Ob- 
server London Office: 69 
Fleet St 


Page 78—North Wales Chronicle Series 
Col. length: 22 ins. Mats 


accepted 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Study 
Courses and Tuition in preparation 
for the above Examinations hese 


Courses have been prepared by ex- 
perienced and successful advertising 
men 


Year after year 1 CS. Students figure 
Prominently in the lists of passes and 
with our help many advertising men 
and women have become Associates 


of the LLP.A. of A.A. diploma 
holders 
All our candidates are coached until 


successful without extra charge 

We also give specialised training in 
COMMERCIAL ART, POSTER 
DESIGN, LETTERING ang SIGN 
WRITING 


Write to-day for free book containing 


full information about our excelient 
instruction service. 


Dept. 2B, INTERNATIONAL 


CORRESPONDENCE SCHOOLS, 
International Buildings, Kingsway, W.C.2 


(Ex 25) 
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THE 


ADVERTISER'S WEEKLY 


These comments by regular advertisers in the 
Municipal Journal say more for us than we could ever 


hope to say for ourselves, 


We have been affected by the enormous influence of your 
Journal upon architecture and building since your 
inception. 

BLUNDELL, SPENCE & CO., LTD. 


As a regular advertiser in your Journai, we should like 
to offer our congratulations. 
TURNERS ASBESTOS CEMENT CO., LTD. 


... Your present pre-eminent position as the accepted 
journal amongst the local authorities throughout the 
country. ... 

ADDRESSOGRAPH-MULTIGRAPH LTD. 


We would like to express our appreciation as electrical 
manufacturers of the service you give in bringing to the 
notice of your readers the latest developments in electrical 
equipment . . . public lighting and the interior lighting 
in schools and other municipal premises. 

CROMPTON PARKINSON LTD. 


We have found your Journal to be of unrivalled assist- 
ance to use. It occupies a unique place in municipal and 
public works engineering. 

ORLIT LTD. 


. . Our sincere congratulations upon your remarkable 


achievement. 
INDIA TYRE & RUBBER CO., LTD. 


. . . Our appreciation of the work which you have 
carried Out in promoting interest in the latest develop- 


ments of public works. 
JACK OLDING & CO., LTD. 


We congratulate you and say how highly we 
appreciate the Municipal Journal as an advertising medium. 
REMINGTON RAND LIMITED. 


... it successfully caters for the interests of those 
engaged in municipal and public works enterprise. 
EXPRESS LIFT CO., LTD. 


Congratulations to your paper in achieving and weather- 
ing the difficult years of progress that have passed. 
RICHARD COSTAIN LTD 


3 Clements Inn, London, W.C.2 
Telephone HOLborn 2827 


MUNICIPAL JOURNAL 


THURSDAY, OcTOBER 8, 1953 


— STOP PRESS — 


COLLINS NAMES LONDON, B’HAM 
FOR FIRST COMPETITIVE TV 


LONDON AND BIRMINGHAM 
ARE LIKELY TO BE THE FIRST 
TWO CENTRES FOR COMPETI- 
TIVE TELEVISION. 

NORMAN COLLINS, DIREC- 
TOR, ASSOCIATED  BROAD- 
CASTING DEVELOPMENT CO., 
TOLD “ADVERTISER’S 
WEEKLY” LAST NIGHT THAT 
THESE ARE NATURAL PLACES 
TO START A NETWORK BE- 
CAUSE OF THE LARGE POPL- 
LATIONS AND PRODUCTION 
RESOURCES. 

IF A _ LICENCE WERE 
GRANTED BY JANUARY 1, 
1954, SERVICE COULD BEGIN 
AT THESE TWO STATIONS BY 
THE END OF THE YEAR. 


WHAT ADVERTISERS 
WILL DEMAND 


The person who has been least 
considered in all the controversy 
about commercial television is the 
advertiser, Dan Ingman, manager of 
Young & Rubicam’s radio, film, and 
television department, told the In- 
corporated Sales Managers’ Associa- 
tion yesterday (Wednesday). 

Most of the talk on this subject, 
he said, had been about monopoly, 
or alternative programmes for 
viewers, or work for technicians and 
artistes. It was apt to be over- 
looked by both sides that nothing 
would come to pass without some- 
body paying for it—and that person 
was the advertiser. There was a ten- 
dency for him to be relegated to the 
background and told to behave, and 
to be treated as a dangerous mem- 
ber of the community who was out 
to vulgarise the public in order to 
sell his goods. But the advertiser 
was nothing of the sort: he was a 
business man who would buy adver- 
tising on a strictly commercial basis 
and only if it sold his goods at an 
economic price. If he were restricted 
to such an extent that he could not 
do this, it was a certainty that he 
would not support commercial tele- 
vision. 


At the first meeting of Incorpor- 
ated Advertising Managers’ Associa- 
tion 1953-54 session next Tuesday, 
Frank Owen, former editor, “Even- 
ing Standard” and “Daily Mail,” 
will speak on “The National Press.” 


Geoffrey G. Young, publicity 
manager, Selfridges Ltd., is going 
into Middlesex Hospital for a pos- 
sible throat operation. He hopes 
to be back at work in two or three 
weeks. 


James C. Macpherson has been 
appointed publicity and entertain- 
ments officer for Carnoustie, Scot- 
land. He was previously publicity 
and entertainments manager for 
Dunbar. 


The ninth “Old Ben” Concert will 
be held at the London Coliseum on 
Sunday, October 25, when Michael 
North of the B.B.C. will again be 
producer. 


Publicity Press (Portsmouth) ap- 
pointed agents for Fred Day & Sons 
(Steel Specialists) and Lemsford 
Road Nursing Homes. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. 
October 8, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London 


E. A. Elliott has been appointed 
managing director of the Western 
Gazette Co., Ltd., and W. E. G. 
Jacques secretary. Mr. Elliott has 
served more than 48 years with the 
company. 


The Institute of Incorporated 
Practitioners in Advertising exhibi- 
tion, “Advertising Prepares for the 
Future,” will open on Monday at 
the Birmingham Chamber of Com- 
merce, where it will remain for the 
week. 


J. Lyons & Co., makers of Bev, 
coffee and chicory essence, are distri- 
buting vouchers with every bottle. 
These entitle the holder to one 
mounted Polyfoto portrait for the 
special price of 3s. 6d. 


Kemsley House resumed opera- 
tions as printing centre on Saturday 
night when the whole production of 
“Sunday Graphic” was undertaken. 

Teething troubles in shape of last- 
minute mechanical complications 
affected part of print largely during 
run of early editions and caused 
some disturbance in production and 
in distribution to certain provincial 
centres. Difficulties were overcome 
by emergency road and rail services. 


Sherry-sampler pack containing 
eight miniature samples of sherries 
has just been brought out by B. 
Grant & Co., one of the Ind Coope 
& Allsopp group of companies. The 
sample was designed and produced 
by Osborne Peacock, Manchester, in 
conjunction with Ind Coope & 
Allsopp advertising department. This 
is the first time sherry miniatures 
have been made available for 
general sale in this country. The 
pack will be widely advertised in 
the national and periodical press be- 
tween October and December as a 
Christmas gift. 


For the first time the Citizen pen 
is being featured in the Under- 
ground. Advertising being extended 
2 London buses and selected poster 
sites. 


After nearly 100 years “The Local 
Government Chronicle” has adopted 
a two-colour cover. This offers an 
enlarged and standard position on 
the front cover. Two-colour adver- 
tisements will also be accepted for 
the back cover. 


On Monday, October 19, “The 
Times” will include the annual 
Financial and Commercial Review. 
- will be 32 pages, half newspaper 

ze. 


The Regent Advertising Club 
Golfing Society’s autumn Staple- 
ford, played at Addington Palace 
Golf Club, was won by Stuart 
Mayes. The presentation of the 
trophy was by Mrs. Dennis Mayes, 
wife of the donor, and was followed 
by a get-together at the Golf Club. 


(Phone: Chancery 8844.) 
, establishment. 


bd a = _ ——— . == i 
: -— —— eE——eee ia ib oF 
a vas 
' m a4 
at F 
Bee 3g 
£8 
‘ ’ ; dnt 
4 
m. 
ae. 
a 
vey 
: Pe a 
i 
a as 
ee | 
a ’ i * 
ig i Sa i J - 
a4 
; ‘ mT i 
ee —- 
| a 
; = a 
; 7 
" 1 ae? ' 
; Beak 
Ee / 
7 dy 
: i % 
r a 
ei : 4 
; - «+ 
i ai 
. ‘. = 
4 _ 2 
f mm 
Bf 
vs - 9 
I ‘ o EM 
‘A aaa 
‘ casts 
2h —E—EE——EEeee » te” 
i Ree. 
Da 
ee * 
2 
is ‘ 
e | ‘ 
7 Po : 
eee 
‘sa | 
b ‘ao 
/ ae fry 
a i: x 
Aj —— gz 
sf is % 
= i q 7 
- . 
j et... 
i pa 
' 4 
« 4 
. rn 
Rl J pe 
; ee 
a” a 
_ ’ L} 
a ‘ ae 
ee ; me 
: ie: 
; | mn 
; PO 3 | : 
3 a 
." a 4 
Jae 
i ’ >, i= 
‘ | ‘ cae oe 
j | _— 
Pe | a 
a <~ 
a ‘i 
; Me 
i rte 
: i ‘ 
es ‘ F ’ : 
z S ~ I . ; ‘ s 
. 7% ay _—— * i ti 7 S <a - en = a i 4 ~ hi 5 a an be 4 = “ * \ 7 * mae aS wre 
7 ae. r pir es, Ag P oe a - Oy a em ee re ) a Bi 7 
; es RR Ts pee SO ei, GR ee ee iy wae r 


